i 

i 


NEXPO  '96  CONFERENCE  COVERAGE 


HEARST:  WHERE  JOURNALISM  OE  DISTINCTION  IS  AN  EVERYDAY  STORY 
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Automakers 
Bar  Reporters 

O.J.  Takes  Stab 
At  Media  Criticism 

Decency  Act 
UnconstitiitioRai 


HOW  TO  COVER  A  VERY  BIG  STORY, 


In  San  Antonio,  SBC  Communications 
is  the  telephone  company.  Since  its  for¬ 
mation  following  the  breakup  of  the  Bell 
System  in  1984,  the  company  has 
become  a  major  player  in  the  telecom¬ 
munications  industry  in  the  Southwest, 
in  the  cellular  phone  business  nationally 
and  in  joint  ventures  around  the  world. 
So,  when  SBC  announced  it  was 
acquiring  its  West  Coast  sibling.  Pacific 
Telesis  in  a  $15.6  billion  deal,  the 
San  Antonio  Express-News  had  a  big 
story.  Suddenly,  the  local  tele¬ 
phone  company  was  No.  2 
behind  AT&T. 

Editors  at  the  Express-News 
marshalled  a  team  of  reponers. 


business  writers,  researchers,  photogra¬ 
phers  and  graphic  artists.  Going  beyond 
the  obvious,  they  developed  stories  and 
features  about  a  business  happening  that 
would  change  the  future  of  their  city  and 
the  telecommunications  industry.  The 
newspaper  described  potential  antitrust 
problems;  it  revealed  a  company  plan 
aimed  at  pacifying  consumer  advocates, 
and  told  how  the  merger  would  affect 
customers  and  stockholders  today  and 
into  the  next  century. 

This  was  a  big  story,  even  by 
Texas  standards.  The  way  it  was 
done  demonstrates  our  daily 
commitment  to  inform  and, 
ultimately,  to  make  a  difference. 
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E&P 

The  fine  li  nes ,  between 
:  a  good  bottom  Line 

and  a  better  bottom  line. 


Call  1  800  THE  USPS,  Ext.  2008,  for  your  free  Max  It  guide 
today.  And  get  ready  to  Max  It  starting  July  1. 


.visit  our  web  site  at-  http:-  w'MA,'.uSps..gov 


The  marketing  side  of  your  brain  says  mail  more.  The  financial 
side  says  stay  within  budget.  It's  a  fine  line  that  you  have 
to  straddle. 


On  July  1,  the  U.S.  Postal  Service's  new  pricing  structure  gives 
you  new  options.  Options  that  could  mean  greater  discounts  for  pre¬ 
sorting  and  barcoding  your  mail.  Because  when  your  mail  is  prop¬ 
erly  prepared,  we  process  it  more  efficiently.  So  everyone  saves. 

call  that  Max  It.  Maximum  preparation  for  maxim\am 
discounts.  And  that's  good  for  your  bottom  line.  Find 
For  tht  UK  valut  in  how  youT  coitpany  can  get  the  Max  out  of  Classification 
businssimail  Reform  by  calling  1  800  THE  USPS,  Ext.  2008. 


UNITED  STATES 
POSTAL  SERVICE 


CALENDAR 


JUNE 

23-26  Newspaper  Personnel  Relations  Association 

Annual  Conference,  McCormick  Place,  Chicago 

JULY 

10-14  International  Society  of  Weekly  Newspaper 
Editors  Summer  Conference, 

Boston  University,  Boston 

12-14  Alabama  Press  Association  125th  Annual 

Summer  Convention,  Perdido  Beach  Resort, 
Orange  Beach,  Ala. 

18-21  National  Society  of  Newspaper  Columnists 
Convention,  Snowbird  Resort,  Salt  Lake  City 
21-24  Newspaper  Association  of  America  Marketing 
Conference,  Hilton  and  Towers,  Chicago 

AUGUST 

8-11  Mid-Atlantic  Newspaper  Advertising  and 

Maiketing  Executives  Summer  Meeting,  Radisson 
Hotel,  Asheville,  N.C. 

10-13  Association  for  Education  in  Journalism  and 

Mass  Communication  Conference,  Hilton  Hotel, 
Anaheim,  Calif. 

14-17  Asian  American  Journalists  Association,  Radisson, 
St.  Paul,  Minn. 

21-25  National  Association  of  Black  Journalists,  Stouffer 
Hotel,  Nashville,Tenn. 

SEPTEMBER 

5- 8  National  Lesbian  &  Gay  Journalists  Association, 

Hyatt  Regency,  Miami 

6- 11  Suburban  Newspapers  of  America  Fall  Publishers 

Conference,  Marc  Hopkins  Inter-Continental, 

San  Francisco 

25-28  International  Newspaper  Maiketing  Association 
Europe  Conference,  Antwerp  Hilton,  Belgium 

OCTOBER 

5-9  Inter  American  Press  Association  52nd  General 
Assembly,  Ritz-Carlton  Huntington  Hotel, 
Pasadena,  Calif. 

17-20  Society  of  Environmental  Journalists  Conference, 
Washington  University,  St.  Louis 

NOVEMBER 

13- 15  Audit  Bureau  of  Circulations  Annual  Conference, 

Royal  York  Hotel, Toronto,  Canada 

14- l6  Suburban  Newspapers  of  America  Classified 

Advertising  Conference,The  Drake 
Hotel,  Chicago 


June 

July 

August 

s 

M 

T  W  T  F 

S 

S 

M  T  W  T  F  S 

S  M  T  W  T  F  S 

1 

1  2  3  4  5  6 

12  3 

2 

3 

4  5  6  7 

8 

7 

8  9  10  11  12  13 

4  5  6  7  8  9  10 

9 

10 

11  12  13  14 

15 

14 

15  16  17  18  19  20 

11  12  13  14  15  16  17 

16  17 

18  19  20  21 

22 

21 

22  23  24  25  26  27 

18  19  20  21  22  23  24 

»/3o24  25  26  27  28  29  28  29  30  31  25  26  27  28  29  30  31 


STOCK  TABLES 


Editor  &  Publisher 
U.S.  Media  Stock  Values 

(Weekly  Closing  Quotes) 


STOCK 

6^9/96 

6/11/96 

6/19/95 

A.H.  Belo  Corp.  (NY) 

37.125 

37.875 

31.875 

American  Media  Inc.  (NY) 

4.625 

4.625 

6.00 

Central  Newspapers  Inc.  (NY) 

37.50 

37.00 

28.75 

Dow  Jones  &  Co.  Inc.  (NY) 

39.125 

39.75 

36.00 

Gannett  Co.  Inc.  (NY) 

69.75 

70.875 

55.75 

Gray  Comm.  Sys.  (NY) 

22.00 

22.50 

18.50 

Harte-Hanks  Comm.  (NY)* 

26.50 

25.875 

16.333 

Hollinger  International  (NY^ 

11.50 

11.625 

10.25 

Knight-Ridder  Inc.  (NY) 

71.00 

74.00 

55.625 

Lee  Enterprises  Inc.  (NY)** 

23.50 

23.00 

18.6875 

McClatchy  Newspapers  Inc.  (NY) 

25.50 

25.375 

22.625 

Media  General  Inc.  (AM) 

36.00 

36.125 

32.625 

New  York  Times  Co.  (AM) 

32.125 

33.00 

22.75 

Pulitzer  Publishing  Co.  (NY) 

54.75 

54.875 

44.375 

E.W.  Scripps  Co.  (NY) 

45.00 

44.50 

32.00 

Times  Mirror  Co.  (NY) 

43.875 

44.00 

23.375 

Tribune  Co.  (NY) 

73.625 

75.375 

59.50 

Washington  Post  Co.  (NY) 

318.25 

310.25 

260.75 

*  Adjusted  for  3  for  2  stock  split  as  of  12/95 
**  Adjusted  for  2  for  1  stock  split  as  of  12/8/95 

#  American  Publishing  merged  with  Hollinger  Inc.  as  of  10/13/95 


Editor  &  Publisher 
Foreign  Media  Stock  Values 

(Weekly  Closing  Quotes) 


STOCK 

6/19/96 

6/11/96 

6/19/95 

Hollinger  Inc.  (a) 

10.65 

10.75 

12.625 

News  Corp.  Ltd.  (c) 

23.125 

22.125 

22.125 

Pearson  Ltd.  (b) 

6.74 

6.69 

6.10 

Quebecor  Inc.  Class  A  (a) 

21.85 

21.65 

19.75 

Reuters  Holdings,  ADR  (c) 

71.8125 

68.75 

50.75 

Southam  Inc.  (a) 

15.90 

15.90 

14.75 

Thomson  Corp.  (a) 

22.05 

22.80 

19.25 

Toronto  Sun  Publishing  Corp.  (a) 

16.150 

16.75 

11.50 

Torstar  Corp.  (a) 

25.25 

25.25 

22.00 

(a)  Quotes  are  in  Canadian  dollars 

(b)  Quotes  are  in  British  pounds 

(c)  Quotes  are  in  U.S.  dollars 

Prepared  for  E&P  by  Schroder  Wertheim  &  Co.  Inc. 
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Congratulations,  BABY  BLUES® 
Winner  1995  NCS  Best  Comic  Strip  of  the  Year! 

U0..-M5  $«STHW2ce  I  ...lluS2-3i6WlM6Sdfl/ece»8i£S 
; «  aw  3-4  of  fm,cMe  ien- 

F  f€^*DAy.»  m  OF  l660h*K  AND  CHe  ^&N\U6 

_  OfM^AT,eoU^TI?yD(^F«^4. 


t  U0ONDe*K0»l 
|VtANycAAyoN$ 


t  Now  in  more  than  375  newspapers. 

For  samples  and  rates  where  available,  call 
of  The  Hearst  Corporation  Richard  Heimlich  at  800-526-KING. 

©  1996  Baby  Blues  Partnership.  Distributed  by  King  Features  Syndicate. 
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The  high  costs  of  campaigning  were  causing  state 
politicians  to  become  influenced  by  contributions, 
gifts  and  favors.  As  a  result,  huge  corporations  and 
lobbyists  were  starting  to  control  government  —  in 
some  cases,  even  writing  bills.  It  was  a  system  out 
of  control  and  it  caught  the  investigative  eye  of  the 

San  Sose  IHeitnril  SSim^ . 

The  newspaper  conducted  hundreds  of 
interviews,  examined  hundreds  of  thousands  of 
campaign  records  and  began  to  draw  the  link 
between  voting  and  money.  Then  it  turned  to  other 
states,  with  different  laws  and  ethical  standards,  to 


find  out  how  California’s  system  could  be  Improved. 

The  resulting  public  outrage  generated  from 
the  five-part  series  caused  nearly  one  hundred  volun¬ 
teers  to  sign  on  to  help  awareness  of  sp>ecial  influences 
on  the  Legislature.  And  in  the  f)cist  few  months, 
events  like  a  citizen  inquiry  rmd  a  tovra  hall  meeting 
have  been  set  up  to  start  the  wheels  of  reform  turning. 

The  San  Jose  Mercury  News  is  just  one  of 
31  Knight-Ridder  newspapers.  All  create  journalism 
that  digs  deeper-written  and  photo¬ 
graphed  by  people  who  push  hard. 

The  proof  is  in  the  results.  KNIGHT'RIWDER. 
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,*THE  FOURTH  ESTATE 


B^’P 


Dangerous  Case 


WHEN  18  OF  the  most  important  daily  newspapers,  broadcast¬ 
ers  and  media  groups  join  in  an  amici  curiae  brief  against  the 
enforcement  in  this  country  of  a  British  libel  decision,  you 
had  better  believe  it  is  a  serious  situation  (E&P,]\me  15,  p.  62). 

In  a  12-year-old  case  involving  two  Russian  emigres  and  an  exchange 
of  letters  in  London’s  Daily  Telegraph,  one  of  them  obtained  a  libel  judg¬ 
ment  for  240,000  pounds  against  the  other,  who  was  a  U.S.  citizen  and 
now  lives  in  Maryland.  Unable  to  collect  in  England,  the  first  has  brought 
suit  in  the  United  States  for  the  judgment  amounting  to  $370,800. 

The  media  brief  points  out  to  the  U.S.  court  that  the  libel  judgment  in 
England  was  inherently  incompatible  with  our  First  Amendment  princi- 
ples.The  U.S.  court  is  being  asked  to  legitimize  a  foreign  libel  judgment 
that  could  not  be  rendered  here,  the  brief  states. 

It  is  obvious  that  if  the  plaintiff  is  able  to  collect  his  judgment  here,  a 
signal  will  be  sent  to  prospective  libel  plaintiffs  everywhere:  sue  in 
England  in  order  to  circumvent  U.S.  constitutional  requirements,  and 
then  come  to  the  U.S.  to  enforce  a  judgment  that  never  could  have  been 
obtained  here.The  entire  media  establishment  in  this  country  should 
join  in  opposing  such  a  decision. 


Deja  vu 


SIXTY  YEARS  AGO,  print  media  joined  to  oppose  the  efforts  of  press 
agents  and  public  relations  people  to  finagle  free  space  in  newspa¬ 
pers  and  magazines  for  their  clients  with  stunts  and  gimmicks.The 
practice  never  disappeared,  and  has  now  received  a  shot  in  the  arm  from 
the  American  Advertising  Federation.  The  current  issue  ofAAF’s  house  or¬ 
gan  contains  a  two-page  spread  on  “Five  ways  to  make  news,”  a  condensa¬ 
tion  from  a  book  on  the  press  to  be  published  this  summer.  There  is  very 
little  that  is  new.  It  revives  the  old  cliche  that  no  one  will  buy  it  if  you 
give  it  away. 
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I  TRiUk  TOO  SMoOLP  CHAtlGE  MAJOKS 
HOPSON...  VOO’RE  COMPLCTELV 
UHREALIShC  AWOr  THIS  FIELP.' 


The  Oldest  Publishers 
and  Advertisers  Newspaper  in  America 

With  which  have  been  merged:  The  Journalist,  established  March 
22,  \SS4\Neu'spaperdom,  March  1892;  The  Fourth  Estate,  March  1, 
1894;  Editor  &  Publisher,  ]yme  29,  \90\-,  Adt<ertising,i\me  22, 1925. 

James  Wright  Brown,  Chairman  of  the  Board,  1912  - 1959 

President, 

Editor  Emeritus  Robert  U.  Brown  iext  iisi 
Co-Publisher, 

Advertising/Research  D.  Colin  Phillips  iext.  ii7| 
Co-Publisher, 

Circulation/Production  Christopher  Phillips  iext  ii6i 


Executive  Editor  John  P  Consoli  iext.  22S| 
Senior  Editor  George  Gameau  iext  22ji 

Associate  Editors  David  Astor  iext.  2261 
Tony  Case  iext.  2281 
Jodi  B.  Cohen  iext.  2291 
Dorothy  Giobbe  iext.  2271 
Laura  Reina  iext.  2221 
Jim  Rosenberg  iext.  2241 
Midwest  Editor  Mark  Fitzgerald 
Washington  Editor  Debra  Gersh  Hernandez 
West  Coast  Editor  M.L.  Stein 

Copy  Editor  Jennifer  S.Waber  iext.  2.101 
Art  Director  Hector  W.  Marrero  iext  2211 

Art/Graphic  Assistant  Lery  Chan 

Art  Assistant  Quincee  M.  Robinson 

Editorial 

Production  Mant^er  Robert  Rivera  iext.  2201 


Vice  President  Advertising  Michael  J.  Dardano  iext.  iisi 

Sales  Representatives  Aim  M.  Fisher  iext  isoi 

(New  York)  Joan  F.  Hohauser  iext.  issi 
Betsy  Maloney  iext.  1591 
Sales  Representatives  Anthony  R.  George 
(Chicago)  Richard  H.  Henrichs 


Production  Mans^er  Carol  Blum  iext.  1661 

Elisa  L.  Miller,  Assistant  iext.  i6si 

Classified 

Advertising  Manager  Shawn  Olson  iext  29S1 

Hazel  Preuss,  Assistant  iext.  29S1 

Circulation 

Marketing  Director  David  Williams  iext.  zsoi 
Fulfillment  Manager  Marlene  Hazzard  iext.  2801 
Information  Services  Shqipe  Malushi  iext  isii 

Promotion  Manner  Lawrence  J.  Bumagiel  iext.  isoi 

Denniston  Brown,  Assistant  iext  1111 
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LETTERS  TO  THE  EDITOR 


Exec  pay  , 

a  sham’ 


I  READ  IN  the  April 
20  issue  of  E&P  that 
Times  Mirror  Co. 
chairman,  president 
and  CEO  Mark  H. 

Willes  was  the  highest 
paid  head  of  a  newspa¬ 
per  publishing  compa¬ 
ny  in  1995,  drawing  a 
mere  $2.4  million  in 
salary,  housing 
allowance  and  bonuses. 

What  a  sham! 

Hundreds  and  hun¬ 
dreds  of  hard-working, 
full-time  employees 
had  to  be  bought  out 
and  several  publica¬ 
tions  shut  down  less 
than  one  year  ago 
because  Times  Mirror 
was  losing  millions  of 
dollars. 

The  fault  does  not 
lie  with  Mr.  Willes;  it  is 
the  Times  Mirror  com¬ 
pensation  committee 
and  “the  message” 
which  stink. 

The  committee 
should  be  ashamed  of 
itself  for  providing 
such  a  lucrative  remu¬ 
neration  package  to 
the  CEO  of  a  company 
which,  on  April  17, 

1995,  saw  its  stock 
plummet  to  a  low  of 
$18,625. 

Years  of  poor  man¬ 
agement  and  a  lack  of  real  vision  at 
Times  Mirror  created  the  necessary 
streamline  cost-cutting  which  tCK)k 
place  and  —  at  this  time  of  company 
resurgence  —  to  throw  additional  mil¬ 
lions  into  the  hands  of  the  individual 
who  is  cleaning  up  the  mess  is  only 
adding  insult  to  injury.  While  Mr.  Willes 


For  additional  stories,  analysis 
and  industry  resources, 
visit  us  on  the  Web 

http://www.mediainfo.com 


50  YEARS  AGO. . .  The  Miami 
Heraid  launched  an  “Air 
Edition”  to  be  delivered  on  the 
day  of  publication  in  Latin 
American,  within  an  approxi¬ 
mate  2,000-mile  radius.  Other 
Latin  American  cities  will  get 
the  standard-size,  lightweight 
version  of  the  regular  edition 
on  the  second  day. 

A  story  by  Associated  Press 
writer  Howard  Blakeslee, 
reporting  the  conclusion  of  a 
science  magazine  writer  that 
the  A-bomb  test  at  Bikini 
would  destroy  all  the 
observers,  appeared  in  San 
Francisco  newspapers  the  day 
before  the  correspondents’ 
ship  sailed.  The  story  created 
some  confusion  aboard. 
Blakeslee’s  concluding  para¬ 
graph  stating  that  the  assump¬ 
tion  was  flagrantly  erroneous 
was  omitted  by  the  newspa- 
pers.The  morale  of  the  ship’s 
crew,  many  of  whom  were 
right  out  of  training  school, 
was  endangered  and  there 
were  rumors  of  desertions.  At 
the  request  of  the  ship’s  exec¬ 
utive  officer,  Blakeslee 
addressed  the  crew  to  set 
their  minds  at  ease. 
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is  investing  his 
unprecedented  wind¬ 
fall,  how  many  former 
Times  Mirror  employ¬ 
ees  are  left  collecting 
unemployment  checks? 

Kevin  Brian  Kamen 
Kamen  is  president 
and  CEO  of  Kamen 
&  Co.  Group  Ser¬ 
vices  Consulting, 
Baldwin,  N.Y 

Amused 

I  WAS  AMUSED  to 
read  that  Knight- 
Ridder  Inc.  spokesman 
Polk  Lafibon  IV  had 
“heard  zero”  about  a 
boycott  of  the  Miami 
Herald  in  support  of 
striking  Detroit  newspa¬ 
per  workers  {E&P, 
April  13). 

Perhaps  he  should 
have  checked  with 
Herald  publisher  Dave 
Lawrence,  who’s  sent 
out  dozens  of  letters  to 
those  who  have  can¬ 
celed  so  far,  complain¬ 
ing  of  how  “terribly 
unfair”  their  cancella¬ 
tions  were. 

Robert  Musial 

Musial  is  a  feature 
editor  at  the  Detroit 
strike  publication,  the 
Detroit  Sunday 
Journal 


Oops 

b; 


)OY,  HAVE  WE  got  a  problem!  In  the 
^March  9  issue,  you  have  either 
moved  the  40  Watt  Club  to  Atlanta  or 
you  have  the  wrong  club  in  the  right 
city. 

The  photograph  caption  says  the 
club  is  in  Atlanta  when,  in  fact,  it’s  right 
here  in  Athens,  Ga.  It  is  one  of  the  best- 
known  clubs  in  the  Athens  music  scene. 

Perhaps  Gary  Chapman  should 
proof  his  pic  tags  before  using  them. 
Jodi  Cohen  could  not  be  responsible 
for  knowledge  of  the  action. 

Also,  the  picture  seems  to  have  little 


or  no  merit,  except  to  say  that  Mr. 
Whitman  has  long  legs  and  owns  a  hp- 
top.  I  cannot  believe  that  Mr.  Whitman 
wants  his  fans  to  know  that  he  answers 
their  letters  on  the  “john.” 

Donald  Brown 

Brown  is  managing  editor  of  the 
Athens  Observer 


Ex-Gannett  exec 
sentenced  to  jail 

A  FORMER  GANNETT  Co.  executive 
was  sentenced  to  18  months  in 
prison  recently  for  insider  trading 
involving  the  stock  of  a  New  York  bank 
where  he  served  on  the  board. 

Thomas  J.  Farrell  pleaded  guilty  in 
March  to  one  count  of  securities  fraud. 
Farrell  admitted  telling  a  number  of 
friends  in  1993  about  a  possible  merger 
between  First  Empire  State  Corp.  and 
Rochester  Savings  Bank,  where  he 
served  as  an  outside  director. 

Farrell  and  his  friends  allegedly  real¬ 
ized  profits  of  about  $320,000  from  the 
scheme.  However,  he  was  not  fined  or 
ordered  to  pay  restitution.  A  civil  suit 
against  him  brought  by  the  Securities 
and  Exchange  Commission  is  pending. 
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THE  LEADER  IN 
NEWSPAPER  PREPRESS 


American  Color  Is  the  Industry 
leader  in  helping  newspapers 
solve  prepress  problems  ranging 
from  full  facilities  management 
programs  to  on-line  outsourcing. 
Our  digital  prepress  capabilities 
include  the  delivery  of  digital 
comics  through  our  FunNe  CD 
product  and  the  largest  private 
wide  area  network  in  the  prepress 
industry.  Americai  Color  can  solve 
any  prepress  problem  from  internet 
site  development  to  ad  production. 
Come  see  our  leadership  in 
action  at  American  Color,  ir 
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EVERY  SATURDAY  SINCE  1884 


HSvWon  is  not  the  only  medium  offering  an  ^ -  - 

jBifilteKd  communication  forum  to  the  Democratic  ^ 

Md  Republican  presidential  candidates. 

«The  Chicago  Sun-Times  and  the  Thomson  L.A. 

Kws  Group  in  California  have  offered  space  to  the  > 

jwo  major-party  candidates, giving  them  a  chance  to  ^ ^ 

lEate  directly  to  the  public  without  a  media  filter. 

“We  wrote  to  say  it  looks  like  a  great  idea,  and  we  » 
look  forward  to  participating,”  said  Clinton/Gore  ’96  ^ 
spokesman  Joe  Lockhart,  adding  that  the  campaign 
has  asked  for  more  details  about  the  offers.  | 

“The  president  has  said  in  the  past  that  he  looks  ^ 
forward  to  the  to 

speak  directly  to  the  voters,” 

Dxrkhart  added. 

“This  is  a  good  opportunity  Although  they  haven't  yet  agreed  to  take  advantage  of  it 
to  make  our  case.  It’s  a  very  President  Clinton  and  his  Republican  opponent  in  November’s 
positive  step  by  different  me-  presidential  election,  Sen.  Bob  Dole  (R-Kan.),  have  been  offered 
dia  organizations  to  allow  the  free  news  space  in  the  Chicago  Sun-Times  and  Thomson's 
candidates  to  make  their  case  California  newspapers, 
in  a  more  extensive  way.” 

Christina  Martin,  a  spokes¬ 
person  for  the  Dole  for  Presi¬ 
dent  campaign,  said  only  that, 

“All  such  proposals  are  under 
consideration.” 

Neither  the  Sun-Times  nor 
the  Thomson  L.A.  News 
Group,  however,  had  received 
a  response  from  either  cam¬ 
paign  as  E&P  went  to  press. 

The  Sun-Times  offer  was 
made  to  the  two  presidential 
candidates,  as  well  as  to  Illi¬ 
nois  candidates  for  the  U.S. 

Senate. 

They  have  been  offered  two  full  pages,  about 
2,000  unedited  words,  with  the  photo  of  their 
choice,  to  be  published  in  October. 

The  Sun-Times  will  reject  submissions  if  they  are 
simply  campaign  promotional  ads,  said  editor  in 
chief  Nigel  Wade,  explaining  that  they  should  read 
more  like  an  essay. 

The  Sun-Times  got  the  idea  from  a  series  of  read¬ 
ers’  forums,  where  participants  told  the  newspaper 
they  wanted  more  direct  communication  with  the 
candidates,  Wade  said. 

“They  told  us  repeatedly  that  they  see  the  media 
getting  in  the  way  of  the  message.  They  want  us  to 
step  back,’’Wade  said. 

The  Sun-Times  is  not 
abrogating  its  editorial 


Chicago 
Sun-Times, 
Thomson  L.A. 
News  Group 
offer  Ciinton, 
Doie  campaigns 
a  chance  to 
write  'unfiitered' 
stories  for 
pubiication 


responsibility,  Wade  added,  noting  that  the  paper’s 
writers  and  columnists  will  analyze  the  pieces. 

“We  re  not  abandoning  our  editorial  prerogative. 
We’re  giving  them  a  chance  to  put  it  in  their  own 
words,”  Wade  commented.  “It’s  an  experiment,”  he 
added.  “It’s  one  day,  one  issue  of  the  paper.  Why  not 
get  a  few  things  down  in  black  and  white?” 

Further,  he  pointed  out  that  there  are  potential 
commercial  benefits,  through  promoting  and  possi¬ 
bly  selling  more  papers  when  the  essays  run. 

Wade  said  he  saw  no  reason  why  the  candidates 
should  not  take  him  up  on  the  offer. 

“It’s  not  exactly  dangerous  waters  for  them,”  he 
said.  “It's  just  a  slightly  innovative  turn  to  what  they 
do  every  day.  I  don’t  know  why  they’d  be  afraid.” 

The  presidential  candidates  likely  would  run  on 
consecutive  days  in  the  Sun-Times  during  the  first 
week  of  October,  a  month  before  the  election,  with 
the  president,  out  of  deference  to  the  office,  going 
first.The  Senate  candidates  would  run  the  following 
week,  probably  in  alphabetical  order. 

In  the  name  of  fairness,  all  candidates  would  have 
the  same  deadline,  so  whomever  runs  second  could 
not  use  his  space  to  attack  the  message  from  the 
previous  day,  Wade  noted. 

In  California,  the  Thomson  L.A.  News  Group  — 
which  includes  the  Pasadena  Star-News,  San 
Gabriel  Valley  Tribune  and  Whittier  Daily  News  — 
has  offered  the  Clinton 
BY  DEBRA  GERSH  HERNANDEZ  and  Dole  campaigns  one 

page  each  on  their  oi>ed 


June  22, 1996  ■  Editor  &  Ribusher 


MARK  CARDWELUREUTERS 


BY  DEBRA  GERSH  HERNANDEZ 


pages  to  state  their  case  on  a  specific  issue  or  to  I 
write  a  more  personal  essay  about  their  vision  for  i 
America  and  why  one  would  be  the  best  choice  for  i 
president.  j 

“The  text  of  your  message,”  the  letter  to  the  can-  | 
didates  explained,  “would  be  your  decision  within  j 
the  common  restrictions  or  considerations  of  taste,  j 
decency  and  libel  law.”  j 

The  op-eds  would  run  on  two  Sundays:  the  I 
first  on  Aug.  18,  between  the  party  conventions,  j 

and  then  on  | 
Oct.  27, 10  days  I 
before  the  elec-  j 
tion.  I 

The  papers  j 
would  expand  | 
their  normally  I 
page-and-a-half  j 
of  Sunday  op-  i 
eds  to  two  pages  j 
on  those  days,  j 
ITie  idea  to  j 
offer  unfettered  j 
op-ed  space  i 
came  after  the  1 
newspapers  had  run  editorials  supporting  free  time  j 
on  networii  television,  as  well  as  suggesting  the  1 
same  offer  for  drive-time  on  news  and  public  radio  j 
stations,  explained  editorial  page  editor  Kevin  j 
O’Leary.  I 

John  R.  Irby,  the  group’s  vice  president  and  exec-  j 
utive  editor,  said  he  received  a  letter  from  a  reader  i 
responding  to  the  editorial  and  suggesting  the  news-  I 
papers  also  offer  free  space. 

While  the  letter  writer  provided  the  impetus,  Irby  I 
said  the  idea  was  one  that  he  had  been  thinking  i 
about  for  a  while.  1 

Another  reason  for  the  offer,  Irby  said,  is  that  i 
“We’ve  been  hearing  from  readers  that  we  always  | 
put  spin  on  things  and  are  not  objective.  This  is  a  j 
chance  to  present  it  without  spin.”  I 

The  newspapers  also  likety  would  run  news  sto-  j 
lies  about  the  opinion  pieces,  Irby  said.  I 

Former  Washington  Post  reporter  Paul  Taylor,  j 
who  has  been  very  active  in  trying  to  secure  free  | 
television  time  for  candidates  through  the  Free  TV  I 
for  Straight  Talk  Coalition,  was  “very  impressed”  by  | 
the  proposal.  j 

“1  think  there  is  a  dual  obligation  when  any  jour-  ! 
nalistic  organization  covers  the  campaigns  to  scruti-  j 
nize  and  to  be  a  conduit  for  the  candidates  to  lay  out  I 
their  platforms,”Taylor  said.  1 

“There  couldn’t  be  a  more  fundamental  task  in  a  j 
democracy.”  j 

Most  newspapers,  Taylor  added,  already  do  j 
similar  things  anyway,  through  voters’  guides  and  I 
mini  profiles  that  appear  before  the  election,  and  I 
many  newspapers  run  the  transcripts  of  major  j 
speeches.  | 

“This  seems  like  a  natural  extension  of  this  very  j 
valuable  service,”Taylor  commented.  “In  all  different  j 
arms  of  journalism,  there’s  a  recognition  and  a  i 
desire  to  help  elevate  the  discourse.”  i 
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The  Sun-Times  is 
not  abrogating 
its  editorial 
responsibility,  Wade 
added,  noting  that  the 
paper’s  writers  and 
columnists  will  analyze 
the  pieces 
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FBI  Not 
Investigating 
CompuServe 

IS  not  investigating  CompuServe  for  alleged 
iolations  of  the  Computer  Decency  Act. 

letter  to  CompuServe’s  Washington  attorney. 
Department  of  Justice’s  Terry  R.  Lord,  acting 
chief  of  the  Criminal  Division’s  Child  Exploitation 
and  Obscenity  Section,  explained  that  the  complaint 
from  the  American  Family  Association  was  referred 
to  the  FBI  for  review,  not  necessarily  for  an  investi¬ 
gation. 

“To  be  clear,”  he  wrote,“the  FBI  is  not  conducting 
an  investigation  as  to  whether  CompuServe  is  vio¬ 
lating  the  indecency  provisions  of  the  CDA.” 

Lord  noted  that  the  DoJ  will  adhere  to  an  agree¬ 
ment  with  the  American  Civil  Liberties  Union  not  to 
prosecute  anyone  for  violation  of  the  CDA  until  the 
ongoing  legal  challenge  in  Philadelphia  is  resolved. 

“However,”  the  letter  continued,  “we  do  not 
understand  the  stipulation  to  preclude  referrals  of 
citizen  complaints,  since  we  believe  citizens  are  at 
least  entitled  to  have  their  complaints  reviewed.” 

In  addition.  Lord’s  letter  stated  that  the  FBI 
“assured  us  that  no  investigation  of  CompuServe  for 
violating  the  CDA’s  indecency  provisions  was 
requested  or  is  contemplated  by  them  on  their  own 
initiative.” 


CompuServe  spokesman  Jeff  Shafer,  who  pro¬ 
vided  a  copy  of  the  letter  to  E&P,  said  since  there  is 
no  pending  investigation,  the  company  does  not  feel 
it  has  anything  to  deal  with. 

The  American  Family  Association  is  the  oi^aniza- 
tion  that  asked  the  Justice  Department  to  investigate 
whether  a  series  of  print  advertisements  for  Calvin 
Klein  jeans  violated  child  pornography  statutes.  Jus¬ 
tice  officials  determined  they  did  not. 


Legal  Fellowship 
Honors  Nelson 

A  DONATION  OF  $100,000  has  been  made  by  the 
Freedom  Forum  to  the  newly  formed  Jack  Nelson 
Legal  Fellowship  Fund  at  the  Reporters  Committee 
for  Freedom  of  the  Press. 

Nelson,  who  was  the  Los  Angeles  Times'  Washing¬ 
ton  bureau  chief  and  currently  is  its  chief  correspond¬ 
ent,  was  a  founding  member  of  the  RCFP  and 
recently  retired  after  26  years  on  its  steering  commit¬ 
tee. 

The  RCFP  was  founded  26  years  ago  by  journal¬ 
ists  trying  to  help  New  York  Times  reporter  Earl 
Caldwell  resist  a  subpoena  to  testify  about  a  story 
he  had  written  about  the  Black  Panthers. 
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BY  DOROTHY  GIOBBE 


N.  Y  Labor 
Talks  Falter 


EMBAM^OfTHE  New  York  Newspaper  Guild  Local 
3  atjn  New  York  Daily  News  rejected  manage- 
mep’Atest  contract  proposal  by  a  188  to  7  margin, 

'  setfcJ|he  stage  for  a  protracted  effort  to  reach  a 
^^^inajKreement . 

W  GuiM^n^nibers  in  news,  advertising  and  circula- 
I  ^on  jJllk  working  without  a  contract  since 
current  owner  Mort  Zuckerman  purchased  the 
bankrupt  newspaper.  Zuckerman  settled  with  all 
of  the  unions  except  the  Guild. 

After  the  vote.  New  York  Newspaper  Guild  Presi¬ 
dent  Barry  Upton,  who  characterized  management’s 
proposal  as  a  “suicide  note,”  said  the  lopsided  out¬ 
come  indicated  members’  determination  not  to  cave 
in  on  key  issues. 

“I’ve  been  a  Guild  officer  for  15  years  and  I’ve 
never  seen  a  response  as  overwhelming  as  this,”  he 
said.  “This  vote  is  proof 
positive  that  the  people  at 
theASposaie  too  »nart  to  OK 
a  contract  designed  to  wreck 
their  working  lives  and 
reduce  them  to  nothing 
more  than  ‘work  units.’  ” 
Several  calls  to  Zucker- 
man’s  office  were  not 
returned.  A  News  spokes¬ 
woman  said  the  newspa¬ 
per  would  make  no  com¬ 
ment  because  of  ongoing 
negotiations. 

News  columnist  and 
unit  Chairman  Juan  Gonza¬ 
lez  said  he  is  hopeful  an 
agreement  can  be  ham¬ 
mered  out.  “I’ve  been 
hopeful  from  the  begin¬ 
ning  of  this  process  that 
reason  will  prevail,”  he 
said.  “Unfortunately,  that 
contract  was  really  sort  of 
a  mockery  of  a  contract.  It 
was  a  contract  in  name  onlj^ 
Before  the  1S>93  take¬ 
over,  the  Guild  represented 
450  white-collar  employ¬ 
ees.  When  Zuckerman 
bought  the  News  in  a  $36 
million  deal,  he  summarily 
fired  about  one-third  of  the 
Guild  membership. 

Soon  after  the  purchase. 
Guild  members  broke 


from  the  Allied  Printing  Trades  Council,  the  umbrella 
organization  comprised  of  nine  other  unions,  all  of 
which  reached  agreements  with  Zuckerman. 

Gonzalez  said  that  the  break  with  the  other 
unions  has  “definitely  made  it  more  difficult  to  get  a 
contract  —  we’re  doing  this  apart  from  the  unions. 

But  I  don’t  think  any  other  of  the  unions  were 
treated  as  harshly  as  we  were.  We  didn’t  have  much 
of  a  choice  at  that  time.” 

Upton  resisted  the  suggestion  that  the  Guild  is 
operating  on  reduced  clout.  “You  could  say  that 
none  of  the  unions  have  leverage  at  this  point,  even 
if  they  have  contracts,”  he  said. 

“Our  people  are  incited  by  this  offer,  and  we  have 
a  situation  where  we  can  demonstrate  that  people 
are  ticked  off,”  he  added.  “Zuckerman  has  to  have 
some  degree  of  sensitivity  toward  the  people  who 
woik  for  him.  I  think  that  we  can  come  to  the  table 
with  evidence  that  the  workers  are  angry.” 

Representatives  from  the  Guild  and  News  man¬ 
agement  will  meet  again  at  the  bargaining  table 
later  this  month,  Upton  said. 

$2.4  Million  Libel 
Verdict  Dismissed 

A  JUDGE  HAS  dismissed  a  $2.4  million  libel  ver¬ 
dict  against  the  Ottumwa  Oowa)  Courier 
because  the  amount  was  too  high  and  reflected  an 
improper  “passion”  on  the  jury’s  part. 

Judge  Phillip  Collett  also  said  the  newspaper 
should  have  a  new  trial  to  respond  to  libel  claims  by 
lawyer  Richard  Schlegel  and  his  wife,  Jeri. 

The  Schlegels  sued  the  newspaper  and  editor 
Rusty  Cunningham  after  the  Courier  incorrectly 
said  on  April  19, 1993,  that  Richard  Schlegel  had  filed 
for  bankruptcy.  The  newspaper  ran  a  front-page  cor¬ 
rection  the  next  day.  Schlegel  sued,  claiming  that  the 
entry  had  damaged  his  personal  reputation  and  busi¬ 
ness  and  his  wife’s  business. 

In  March,  a  jury  awarded  Richard  Schlegel 
$230,000  in  damages  and  $150,000  to  his  wife.  It 
awarded  them  $2  million  in  punitive  damages. 

Lawyers  for  the  newspaper  argued  that  there 
wasn’t  sufficient  evidence  of  libel  and  that  the 
award  was  so  unreasonable  it  showed  prejudice. 

Collett,  in  his  May  31  ruling,  noted  that  the  Iowa 
Supreme  Court  held  in  1990  that  judges  could 
throw  out  “excessively  flagrant”  awards  that 
“shocked  the  conscience.”  —  AP 


Guild  members 
at  Daily  News 
overwhelmingly 
vote  down  latest 
contract  offer 


"I've  been  hopeful  from  the  begin¬ 
ning  of  this  process  that  reason 
will  prevail.  Unfortunately,  that 
contract  was  really  sort  of  a 
mockery  of  a  contract.  It  was  a 
contract  in  name  only." 

—  Juan  Gonzalez,  Daily  News 
columnist  and  Guild  unit  chair 
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BY  MARK  FITZGERALD 

Automakers 
Bar  Reporters 


T  THE  INSISTENCE  of  the  United  Auto  Workers 
union,  Detroit’s  Big  Three  automakers  are  planting 
“No  News  and  Free  Press  Wanted  Here”  signs  in 
front  of  their  contract  negotiation  press  conferences 
and  ceremonies. 

At  the  first  of  these  ceremonial  handshakes  and 
press  conferences,  held  June  10,  Ford  Motor  Co. 
agreed  to  bar  from  a  news  conference  room 
reporters  who  are  crossing  picket  lines  to  work  at 
the  Detroit  Free  Press  and  Detroit  News. 

Free  Press  and  News  journalists  skipped  a  similar 
ceremony  held  at  Chrysler  Corp.  the  next  day  — 
and  the  automaker  decided 
not  to  hold  a  press  confer¬ 
ence,  in  part,  to  avoid  having 
to  bar  reporters  from  the  two 
papers,  said  Chrysler 
spokesman  Tony  Cervone. 

The  barring  of  Free  Press 
and  News  reporters,  which 
had  been  announced  before 
the  Ford  ceremonies,  was 
denounced  in  a  column  by 
Free  Press  publisher  Heath 
Meri^\'ether  as  antithetical  to 
liberty  —  and  business. 

“Every  time  a  company 
yields  to  a  capricious  demand 
from  a  union  leader,  it  sends  a 
clear  message  to  companies  . 

. .  that  South  Carolina  may  be 
a  better  place  to  invest  than 
Michigan,”  Meriwether  wrote. 

Down  Lafayette  Boulevard  at  the  Free  Press'  busi¬ 
ness  partner  and  news  competitor,  Detroit  News 
editor  and  publisher  Robert  H.  Giles  took  a  more 
relaxed  approach  about  the  action. 

“What  happened  yesterday  [at  Ford]  was  a  photo 
opportunity.  We’ve  known  the  unions  wanted  that. 
We  didn’t  want  to  press  the  issue,”  Giles  said. 

“We’ve  got  sources  in  the  union  and  sources  in 
the  company,”  he  added.  “Our  coverage  has  been 
very  extensive.  This  was  basically'  a  photo  opportu¬ 
nity  —  so  who  cares?” 

The  United  Auto  Workers  union  has  been  one  of 
labor’s  biggest  supporters  of  the  newspaper  strik¬ 
ers.  The  union  has  raised  money  for  strikers,  pro¬ 
vided  massive  numbers  of  workers  at  protest  rallies 
and  sit-ins,  funded  a  substantial  part  of  the  cost  of 
operating  the  weekly  Detroit  Sunday  Journal  news¬ 
paper  produced  by  strikers  —  and  has  adamantly 
refused  to  cooperate  with  journalists  still  working  at 
the  Free  Press  or  News. 


At  their  own  news  conference  during  the  open¬ 
ing  of  the  Ford  contract  talks,  the  UAW  also  refused 
entry  to  a  reporter  from  USA  Today,  which,  like  the 
Detroit  News,  is  owned  by  Gannett  Co. 

Cervone  admitted  that  at  the  Chrysler  ceremony, 
UAW  President  Stephen  Yokich  tried  to  order  a  USA 
Today  journalist  out  of  the  ceremonial  handshake 
photo  opportunity,  despite  an  agreement  with 
Chrysler  that  only  News  and  Free  Press  employees 
would  be  barred. 

But  Wall  Street  Journal  reporter  Angelo  B.  Hen¬ 
derson  reported  that  Yokich  went  further  —  refus¬ 
ing  to  participate  in  the  ceremony  until  the  USA 
Today  reporter  had  left  the  room. 

For  their  part,  the  automakers  say  their  decision 
to  bar  reporters  does  not  mean  they  are  taking  sides 
in  the  strike. 

“Although  we  do  not  take  a  position  in  the 
Detroit  Newspaper  Agency’s  labor  dispute,  we  do 
respect  the  UAW’s  sensitivity  to  that  dispute,  and  we 
do  not  wish  this  matter  to  become  an  issue  when 
our  focus  should  be  attending  to  matters  that 
directly  concern  . . .  the  competitiveness  of  the 
company,”  Ford  said  in  a  prepared  statement. 

Similarly,  Chrysler’s  vice  president  for  communi¬ 
cations,  A.C.  “Bud”  Liebler,  issued  this  statement: 
“Although  Chrysler  does  not  take  a  position  on  the 
Detroit  Newspaper  Agency’s  dispute,  our  priority  is 
to  conduct  successful  talks  witli  the  UAW  in  the 


Chrysler  Corp.  Statement 

CC  A  LTHOUGH  CHRYSLER  DOES  not  take  a  position  on 
.LA-the  Detroit  Newspaper  Agency’s  dispute,  our  prior¬ 
ity  is  to  conduct  successful  talks  with  the  UAW  in  the 
most  positive  atmosphere  possible. 

“If  excluding  reporters  from  the  two  striking  newspa¬ 
pers  in  joint  situation  is  necessary  to  create  that  atmos¬ 
phere,  we  believe  it’s  appropriate.  Successful  resolution 
of  these  contract  talks,  covering  16,126  employees,  takes 
precedence  over  other  considerations.” 

Ford  Motor  Co.  Statement 

iC  A  LTHOUGH  WE  DO  not  take  a  position  in  the 
x\.Detroit  Newspaper  Agency’s  labor  dispute,  we  do 
respect  the  UAW's  sensitivity  to  that  dispute,  and  we  do 
not  wish  this  matter  to  become  an  issue  when  our  focus 
should  be  attending  to  matters  that  directly  concern  .  .  . 
the  competitiveness  of  the  company.” 


Replacement 
journalists  at 
Detroit  Free  Press 
and  News  are 
banned  from 
press  conferences 
following  contract 
negotiations  with 
the  UAW 
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most  positive  atmosphere  possible. 

“If  excluding  reporters  from  the  two  striking 
newspapers  in  joint  situation  is  necessary  to  create 
that  atmosphere,  we  believe  it’s  appropriate.  Suc¬ 
cessful  resolution  of  these  contract  talks,  covering 
16,126  employees,  takes  precedence  over  other 
considerations. 

“Chrysler,  as  appropriate,  will  continue  to  provide 
new's  and  background  information  to  its  employees 
all  news  media  as  it  relates  to  the  company’s  posi¬ 
tion  during  bargaining.” 

Last  fall,  it  was  Chrysler’s  management  that  was 
boycotting  one  of  the  Detroit  daily  papers. 

Angered  by  the  Detroit  News'  coverage  of  a  cor¬ 
porate  takeover  attempt  by  investor  Kirk  Kerkorian, 
Chrysler  said  it  would  not  permit  News  journalists  at 
its  headquarters  or  public  events. 

Tempers  long  ago  cooled,  and  the  automaker  and 
newspaper  have  a  good  relationship  now,  Chrysler 
spokesman  Cervone  said. 

Detroit  Newspapers  is  the  joint  operating  agency 


that  handles  business,  production  and  distribu¬ 
tion  operations  for  the  News  and  the  Free  Press, 
which  is  owned  by  Knight-Ridder 
Inc. 

Six  unions,  representing  more  than 
2,000  workers,  have  been  on  strike  at 
the  agency  and  the  two  papers  since 
last  July. 

The  Newspaper  Guild,  represent¬ 
ing  newsroom  employees  at  both 
papers,  is  among  those  striking 
unions,  but  about  half  of  its  members 
are  crossing  the  picket  line  to  work. 

The  papers  have  published  continu¬ 
ously  since  the  beginning  of  the 
strike. 

"Every  time  a  company  yields  to  a  capricious  demand  from  a 
union  leader,  it  sends  a  clear  message  to  companies . . .  that 
South  Carolina  may  be  a  better  place  to  invest  than  Michigan." 

—  Heath  Meriwether,  publisher,  Detroit  Free  Press 


BY  DEBRA  GERSH  HERNANDEZ 

Do  Ask — Do  Tell 


%  YOU  think  caused 

\  ^u^eterosexuality?  Is  it  pos- 
that  your  heterosexuality 
*  is  ^st  a  phase  you  may  grow 
out  of?  Isn’t  it  possible  that  aU 
you  need  is  a  good,  gay  lover? 

If  those  questions  made 
you  think,  that’s  exactly  what 
they  are  supposed  to  do. 

And  if  they  sound  familiar, 
they  should;  they  often  are  posed  to  gays  and  les¬ 
bians  rather  than  to  heterosexuals. 

Those  questions  —  to  which  there  are  no 
answers,  whether  asked  of  a  straight  or  gay  person 
—  are  part  of  a  new  seminar,  “Sexual  Orientation  in 
the  Workplace,”  from  the  National  Lesbian  and  Gay 
Journalists  Association,  that  already  is  being  used  by 
a  number  of  newspapers. 

The  original  program  was  developed  by  Holly¬ 
wood  Supports,  a  group  founded  to  fight  bias  in  the 
entertainment  industry,  but  as  NLGJA  president 
Leroy  Aarons  explained,  the  basic  elements  are  com¬ 
mon  to  any  workplace. 

The  seminar  has  been  incorporated  into  Knight- 
Ridder’s  training  programs,  and  is  being  seen  by  a 
number  of  associations  and  individual  newspapers 
as  well,  Aarons  said. 

The  first  objective  of  the  program  is  to  help  par¬ 
ticipants  understand  that  homophobia  is  a  work¬ 
place  issue,  NLGJA  training  coordinator  Nanc>'  Mur¬ 
rell  told  those  at  a  pre-convention  demonstration  of 
the  seminar  prior  to  the  American  Society  of  News¬ 
paper  Editors  conference. 

Other  objectives  include  increasing  people’s  com¬ 
fort  level  when  talking  about  sexual  orientation  in 
the  workplace  and  opening  a  discussion  for 
increased  awareness. 

The  awareness  issue  affects  not  only  coverage  but 


also  impacts  on  the  woik- 
place,Aarons  said. 

As  Aarons  and  Murrell 
demonstrated  at  the  seminar, 
the  small  audience  was  asked 
to  challenge  its  assumptions 
about  stereotyping  of  gay  and 
lesbian  journalists,  and  how  a 
hostile  environment  can 
affect  them  and  their  careers. 
The  language  of  inclusiveness  was  discussed  (for 
example,  using  the  term  “sexual  orientation”  instead 
of  “sexual  preference”);  as  were  benefits  offered  by 
a  company  that  may  or  may  not  be  required  by  state 
law;  and  other  similar  issues. 

As  part  of  the  program,  NLGJA  developed  a 
“model  of  parity”  that  includes  14  steps  to  fairness  in 
the  workplace.  The  first  five  steps  relate  to  climate 
and  the  remaining  nine  to  compensation. 

THEY  ARE: 

♦  Adopt,  publicize  and  enforce  a  written  policy 
prohibiting  discrimination  on  the  basis  of  sexual  ori¬ 
entation  in  recruitment,  hiring,  evaluation,  advance¬ 
ment  or  compensation. 

♦  Train  managers,  interviewers  and  employees  to 
be  sensitive  to  gay  and  lesbian  issues,  and  to  make  a 
clear  distinction  between  these  and  AIDS  issues. 

♦  Avoid  double  standards.  Apply  policies  dealing 
with  sexual  harassment,  nepotism,  spousal  listings  in 
directories  and  the  like  equally  to  opposite-sex  and 
same-sex  situations. 

♦  Combat  insensitivity  and  isolation.  Allow  gay  and 
lesbian  employees  to  form  workplace  netwoiks,  and 
treat  them  the  same  as  other  employee  groups. 

♦  Promote  fair  and  balanced  coverage.  Consider  les¬ 
bian  and/or  gay  angles  important  elements  of  coverage. 

(See  NLGJA  on  page  56) 


NLGJA  offers  free 
information  seminar 
about  homosexuality 
and  the  workplace 
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BY  JOHN  CONSOLI 


Good  News 
For  Newspapers 


Gannett  survey 
shows  newspapers 
preferred  over 
other  media  as 
primary  source  of 
advertising 
information 


NEWSPAPERS  ARE  the  preferred  medium  for 
ising  information  among  14  media  categories, 
g  to  a  national  survey  commissioned  by 
Co. 

survey,  in  which  2,645  adults  aged  18  and 
were  questioned,  also  showed  that  fewer 
ricans  are  watching  TV  commercials  and  that 
newspapers’  nemesis  —  direct  mail  —  has  the  low¬ 
est  credibility  of  any  medium  when  it  comes  to  ad 
believability. 

By  neatly  3  to  1,  respondents  said  they  relied  on 
preprinted  inserts  or  circulars  delivered  via  their 
daily  newspapters,  rather  than 
on  those  delivered  by  mail. 

Gannett  chairman,  presi¬ 
dent  and  CEO  John  Curley, 
who  is  also  chairman  of  the 
Newspaper  Association  of 
America,  was  ecstatic. 

In  announcing  the  results 
at  the  opening  session  of  the 
annual  Nexpo  conference  in 
Las  Vegas,  Curley  called  the 
findings  “heartening  news”  for 
newspapers. 

“Without  question,  newspa¬ 
pers  are  the  dominant 
medium  from  which  con¬ 
sumers  seek  advertising  information,”  Curley  said. 

“There  are  a  lot  of  pluses  to  promote  in  those 
numbers,"  he  added,  “lliey  truly  indicate  that  we 
should  be  able  to  build  on  the  advertising  business 
that  we  have.” 

The  study  also  delved  into  the  readership  area, 
and  those  findings  were  as  heartening  for  newspa¬ 
pers  as  were  the  advertising  numbers. 

The  most  significant  statistic  was  that,  even  as 
paid  circulation  of  most  newspapers  —  especially  in 
larger  cities  —  is  declining,  readership  is  growing,  due 
in  part  to  increasing  numbers  of  pass-along  readers. 

The  pass-along  readership  rate  has  grown  over 
the  last  decade  to  14%,  according  to  the  survey.  And, 
added  Curley,  “The  demographics  don’t  vary 
whether  you  buy  it  or  read  someone  else’s  copy.” 

And  the  readership  is  affluent.  Among  house¬ 
holds  earning  over  $100,000,  readersliip  is  85%.  In 
households  with  incomes  between  $75,000  and 
$100,000,  readership  is  77%,  and  in  categories  from 
$35,000  to  $75,000,  readership  is  75%,  the  survey 
showed. 

“Remember,  this  is  local  and  regional  newspaper 
readership,  not  the  national  newspapers,  which 
have  even  higher  demographics,”  Curley  said.  “So 


these  are  impressive  numbers.” 

Among  the  other  readership  data  the  survey 
revealed: 

♦  Seventy-one  percent  of  adults  in  the  United 
States  read  at  least  one  weekday  edition  of  a  local  or 
regional  newspaper,  while  57%  read  a  daily  newspa¬ 
per  on  a  typical  weekday.  Readers  grow  to  64%  on  a 
typical  Sunday.  The  best  weekday  reading  day  is  Fri¬ 
day,  when  more  adults  read  the  daily  newspaper 
than  on  any  other  weekday. 

♦  Home-delivery  customers  want  the  morning 
paper  delivered  earlier.  Seventy-five  percent  of 
respondents  said  they  would 
be  satisfied  with  delivery  by 
5:30  a.m.,  while  only  30% 
would  be  satisfied  if  the  news¬ 
paper  were  delivered  by  7 
a.m. 

Among  other  advertising 
findings: 

♦  Newspaper  advertising  is 
sought  by  77%  of  readers  for 
entertainment  and  things  to 
do  locally;  by  74%  for  home 
buying  and  real  estate  infor¬ 
mation;  by  71%  for  used  car 
information;  by  68%  for  gro¬ 
cery  ads;  by  64%  for  new  car 
ads;  by  62%  for  major  appli¬ 
ance  advertising;  by  61%  for 
furniture  and  home  furnish¬ 
ing  advertising;  by  59%  for 
clothing  ads;  by  58%  for  elec¬ 
tronic  equipment  ads;  by  57% 
for  tires  and  auto  accessories; 
by  54%  for  restaurants;  by  46%  for  computers;  and 
by  34%  for  medical  and  health-care  services. 

♦  Younger  adults  are  the  most  avid  readers  of  clas¬ 
sified  advertising.  Of  respondents  aged  18  to  24,72% 
said  they  had  read  the  classifieds  at  least  once  in  the 
previous  week.  This  compares  to  58%  in  the  35  to 
49  age  group  and  31%  of  those  65  and  older. 

♦  Believability  of  advertising  differs  greatly  among 
the  various  media.  Daily  newspapers,  followed 
closely  by  weekly  newspapers  and  shoppers,  are  the 
most  believable,  according  to  respondents.  Direct- 
mail  advertising  is  the  least  believable  by  a  wide 
margin. 

♦  Sixty-two  percent  said  they  avoided  TV  com¬ 
mercials,  either  by  leaving  the  room  or  by  changing 
the  channel.  This  includes  63%  of  all  male  respond¬ 
ents  and  61%  of  all  females. 

(See  Curley  on  page  54) 


"Without  question, 
newspapers  are  the  dominant 
medium  from  which 
consumers  seek  advertising 
information." 

—  John  Curley,  chairman  of 
Gannett  Co.  and  NAA 
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BY  MARK  FITZGERALD 


Serving  The 
Global  Customer 


T55!5<®RAPH1C  systems  has  new  owners,  a  new 
name^d  a  new  logo. 

It  also  has  a  new  focus  on  customer  service  and 

3chnology,  its  president  says. 

te  not  an  engineering  company  —  we  are  a 
r-driven  company,"  Goss  President  Robert 

In  a  wide-ranging  interview  at  this  year’s  Nexpo 
—  the  first  time  at  the  newspaper  industry  trade 
show  for  both  renamed  and  independent  Goss  and 
its  president  —  Kuhn  and  other  Goss  executives 
repeatedly  returned  to  two  themes:  serving  cus- 
,  tomers  better  and  creating 

iS  prGSIClBnt  products  for  a  global  market. 

“We  are  not  going  to  force 

uhn  vows  to  people  into  technology,”  Kuhn 

said. 

focus  riGWly  Goss,  which  both  manufac¬ 
tures  and  sells  in  the  Ameri- 
nUGDGndOrit  ^  Europe  and  in  Asia,  is 

'  emphasizing  a  global  design 

company  on  approach  that  accommodates 

^  ’  local  markets. 

IStOmOr  and  ^  good  example  is  the  Goss 
Global  Newsliner,  a  new 

^  aOnrOaCllGC  n^od^l  of  the  NewsUner  press 

''  that  was  introduced  at 

dOSiOn  Nexpo.  Among  other  changes 

iz  from  the  Newsliner,  this  press 

a offers  three  inking  options;  an 
open  fountain,  digital  injec¬ 
tion  system  or  its  ColorFlow 
positive-feed  keyless  system. 

“We’re  an  open  fountain 
inker  in  Europe  for  a  reason, 
and  an  injection  inker  in  the 
Americas  for  a  reason  . . .  and 
in  Asia  we  offer  a  mix  of  tlie 
two  —  for  a  reason,”  Kuhn 
said. 

As  an  example  of  customer 
service,  Kuhn  said  Goss  is 
putting  renewed  emphasis  on 
loss  logo  product  support. 

“AU  of  us  [press  manufac¬ 
turers]  let  that  slip,”  Kuhn  said.  “In  a  very  thin  mar¬ 
ket,  everybody  is  selling  against  each  other,  and 
some  of  us  forgot  there’s  another  part  of  the  maiket 
beyond  selling  the  original  equipment.” 

In  fact,  Kuhn  said,  product  support  has  been  the 
topic  customers  have  raised  most  frequently  with 
him  in  recent  weeks. 

“They  all  say  after-market  support  is  very  impor¬ 


tant  us;  ‘Please  don’t  forget 
product  support,’  ”  Kuhn  said. 

Interestingly,  what  customers 
are  not  talking  about,  Kuhn  says,  is 
the  $600  million  sale  of  what  was 
once  Rockwell  Graphic  Systems  to 
Stonington  Partners  Inc.,  a  New 
York  investment  firm.The  sale  was 
announced  April  and 
expected  to  close  soon. 

Kuhn,  a  former  aerospace  and 
automotive  executive  who  was 
appointed  president  of  Rockwell 

Graphic  Systems  last  October,  has  “When  I  came  aboard  in 
a  major  financial  stake  in  the  com-  October,  the  possibilities 
pany.  of  a  spinoff  were  very 

Taking  Goss  independent  from  apparent.  This  was  an 

Rockwell  International  Corp.  was  opportunity  to  not  only 
the  main  attraction  of  taking  tlie  manage  the  process  but 
Rockwell  Graphic  Systems  job,  lead  an  independent 

Kuhn  said.  company.” 

“When  I  came  aboard  in  Octo-  —  Robert  M.  Kuhn,  Goss 
ber,  the  possibilities  of  a  spinoff  Graphic  Systems  president 
were  very  apparent,”  he  said.  “This 
was  an  opportunity  to  not  only  manage  the  process 
but  lead  an  independent  company.” 

Like  the  aerospace  and  automotive  industries, 

Kuhn  said,  publishing  involves  an  engineered  prod¬ 
uct  —  and  “very  provocative  customers.” 

Vlth  its  1 1 1-year  history,  substantial  market  share 
in  a  wide  variety  of  printing  products  and  “a  lot  of 
goodwill  in  the  marketplace,”  Kuhn  feels  good  about 
Goss’  future  on  its  own. 

“Several  of  our  competitors  are  private  compa¬ 
nies,  and  Goss’  returning  to  being  a  private  company 
now  is  not  a  surprise,”  Kuhn  said.  “They’ve  always 
thought  of  us  as  being  Goss  and  now  being  a  stand¬ 
alone  [seems]  very  natural  to  them.” 


Goss  Unveils  Press  Models 


GOSS  GRAPHIC  SYSTEMS  Inc.  marked  its  first 
Nexpo  as  a  newly  independent  company  with  a 
historic  name  by  introducing  new  models  of  two  press 
lines. 

The  Global  Newsliner  is  a  new  model  in  the 
Newsliner  double-width  press  series. 

The  Global  name  appears  intended  to  symbolize 
Goss’  marketing  posture  as  a  press  maker  that  is  manu¬ 
facturing  in  the  Americas,  Europe  and  Asia  and,  in  the 

('See  Goss  on  page  49) 
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BY  MARK  FITZGERALD 

Shaft-less 
Is  More 


fWTLESS  IS  IN  high  gear. 

boosters  of  the  various  shaftless  printing 
nress  drive  technologies  that  eliminate  main  drives 
■|d  their  clutches  and  gear  assemblies,  it  must  seem 
mwhe  future  has  at  long  last  arrived. 

■aftless  is  winning  over  a  still  small  but  fast- 
jgipwing  number  of  Eurof)ean  publishers,  the  first 
shaftless  press  in  Asia  is  just  a  few  months  away 
from  daily  operation  —  and  now,  the  first  U.S.  news¬ 
paper  has  agreed  to  go  shaftless. 

The  announcement  at  the  opening  of  this  year’s 
Nexpo  that  the  Tulsa  World  was  buying  two  Wifag 
OF  370  GTD  (Gearless  Trans¬ 
mission  Drive)  offset  presses 
was  surely  the  most  bally- 
hooed  Oklahoma  newspaper 
press  order  in  history  (see 
sidebar). 

It  was  certainly  well-timed 
for  enthusiasts  of  shaflJess, 
coming  just  as  more  U.S.  pub¬ 
lishers  are  looking  into  a  tech¬ 
nology  that  promises  better 
web  control  and  registration, 
low  waste,  easier  mainte¬ 
nance  —  and  more. 

VTifag’s  shaftless  press,  for 
instance,  comes  with  optional 
units  that  permit  operators  to 
change  plates,  or  even  page 
counts  of  newspapers  while 
the  press  continues  to  run. 

Shaftless,  its  fans  say,  gives  newspapers  not  only 
increased  control,  but  unprecedented  flexibility  — 
to  stack  units  higher,  or  in  a  square,  or  in  a  circle. 

“We  talk  about  ‘press  lines.’  And  where  does  this 
expression  ‘lines’  come  from?  It  comes  from  the  hor¬ 
izontal  shafts  and  the  vertical  shafts  and  the  clutches 
and  so  forth.  Shafdess  eliminates  all  that,”  said  Dieter 
Koch,  vice  president  and  managing  director  of  ABB 
Industrie  AG,  which  developed  the  drives  and  con¬ 
trols  for  the  Wifag  press. 

Koch  sees  an  even  greater  urgency  for  shaftless, 
though. 

“You  see  all  the  new  ideas  we  are  coming  up  with 
now  because  of  this  new  technology.  We  need  it  — 
it’s  the  only  chance  the  print  media  has  today  with 
television  and  so  forth,”  Koch  said. 

ABB  and  Wifag,  of  course,  have  been  big  boosters 
of  shaftless  for  years.  When  they  unveiled  the  Wifag 
OF  370  shaftless  press  in  a  Munich  exhibition  two 
years  ago,  they  pitched  it  with  the  provocative  slo¬ 
gan;  “Someday,  all  rotary  printing  presses  will  be 


The  buzz  on 
shaftless  presses 
grows  to  fever 
pitch  as  first 
U.S.  press  order 
is  added  to  an 
increasing  number 
of  European  sales 


built  that  way.” 

This  sort  of  giddy  talk  is  proving  contagious 
among  shaftless  press  vendors  —  and  it  is  also  lead¬ 
ing  to  the  first  cautions  mixing  in  with  the  chorus  of 
hosannas. 

Consider,  for  instance,  the  reaction  of  Goss  Graph¬ 
ics  Systems. 

Goss  has  been  working  on  shafdess  since  at  least 
1983,  its  director  of  maiketing  for  Furope,  David 
Stamp,  says.  And  the  company  boasts  that  its  recent 
sale  of  five  Colorliner  80  presses  with  a  total  of  88 
printing  units  to  the  Norwegian  newspaper  chain 
Schibsted  A/S  is  the  largest  order  in  the  world  for  a 
“distributed  drive”  shaftless  press. 

Yet  Stamp  and  Goss’  director  of  marketing  for 
newspaper  and  commercial  printing,  Barbara  L. 
Gora,  also  used  a  Nexpo  interview  conducted  the 
day  after  the  Tulsa  World/Wxisrg  announcement  to 
throw  a  little  bit  of  cold  water  on  the  overheated 
topic  of  shaftless. 

“A  lot  of  people  have  been  listening  to  the  hype, 
but  there  hasn’t  been  a  lot  of  discussion  of  [draw- 
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Diagrams  of  Goss'  shaftless  press  systems 
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Retail  ad  sales  are  v(^atile. 
news  for  your  newspaper 

a  direct  line  to  more  revenue  sources,  taldi^pB 
next  level  with  the  most  extensive  and  innovative  audiokil 
^|HI^[if(Mination  services  and  solutions. 

H^^ngAvith  CityLine“audiotex  systems,  Brite  electronic  classifieds 
Waice  and  maximize  your  current  classified  section  for  users,  advertisers, 
and  you.  CarSelect  and  HomeSelect  connect  buyers  to  sellers  while  our 
900  Voice  Personals-or  the  next  generation,  Person-to  Person -connect 
companions  confidentially,  easily  -  and  for  you,  profitably.  And  soon, 
Brite  will  take  you  on-line. 

Put  the  leader  of  newspaper  audiotex  to  feggl 

work  for  you.  Call  1.800.SEE.BRITE  (733-2748)l 


BRINOINO  PtOPU  A  INfOBMATfON  TOOiTHtB  tmd 
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backs  to  shaftless],”  Gora  said.  “These  topics  don’t 
come  out  in  U.S.  discussions  of  shaftless,  but  they 
are  thoughts  that  come  out  in  Europe,”  Stamp  said. 

And  what  is  the  “major  concern”  about  shaftless 
among  potential  European  customers,  according  to 
Goss?  Motor  failure. 

As  it  happens,  Goss  says  it  is  working  on  a  solu¬ 
tion  that  would  prermit  newspapers  which  experi¬ 
ence  motor  failure  to  be  back  running  within  30 
minutes. 

The  solution  could  be  ready  by  the  fall,  Goss  mar¬ 
keter  Gora  said. 

Other  shaftless  press  and  drive  manufacturers, 
however,  scoff  at  that  worry,  suggesting  that  Goss  is 
engaging  in  a  little  hype  of  their  own. 

“These  motors  are  extremely,  extremely  reliable,” 
said  Gary  Owen,  director  of  marketing  and  newspa¬ 
per  sales  for  KBA-Motter  Corp.  “These  are  AC  motors 
used  in  drives  and  process  controls  in  manufactur¬ 
ing  where  they  get  ramped  up  and  down  continu¬ 
ously,  and  they  don’t  fail.  With  a  printing  press,  you 
don’t  work  a  motor  like  that.” 

Even  without  this  contretemps,  however,  it  is  only 
natural  that  the  expanding  market  for  shaftless  press 
would  fuel  not  simply  elation  among  press  manu¬ 
facturers  —  but  competitive  instincts  as  well. 

Indeed,  every  major  shaftless  vendor  asserts  that 
it  was  first  in  some  aspect  of  technology,  whether  in 
conducting  research  or  landing  the  earliest  or 
biggest  sale  or  getting  a  press  online. 

A  certain  competition  is  probably  inevitable,  too, 
because  there  is  no  such  thing  as  one  shaftless  tech¬ 
nology. 

Definitions  of  what  is  “true”  shaftless  technology 
differ  among  manufacturers  —  and  take  on  an 
almost  theological  aspect. 

There  are  two  basic  approaches  to  shaftless. 

One  is  typified  by  KBA-Motter’s  Comet,  which  the 
company  says  was  the  first  shaftless  press  ever. 

The  single-width  Comet  is  a  modular  press  with 
H-type  stackable  printing  units.  Each  printing  unit 
and  folder  is  driven  with  its  own  main  motor.  These 
printing  units  can  be  synchronized  with  a  main 
shaft. 

“Some  early  Comets  were  shipped  with  a  [main] 
shaft,”  Owen  said.  “Once  the  operators  realized  [the 
unit  and  folder  motors]  were  working  OK,  they 
(See  Shaftless  on  page  55) 
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Tulsa  World  I 

Going  Shaftless  I 

£^^‘ft|FTLESS  NEWSPAPER  PRINTING  is  coming  to 
^l^merica. 

Tjjji'he  technology  that  U.S.  newspaper  publishers 
%  ]me  to  talk  about  —  but  had  been  reluctant  to  actu¬ 
ally  install  —  will  be  printing  papers  in  Oklahoma 
by  early  1998,  if  all  goes  according  to  plan. 

The  Tulsa  World  lit  a  fire  under  all  shaftless  press 
vendors  with  its  announcement  at  Nexpo  that  it  is  i 
buying  two  Wifag  OF  370  GTD  (Gearless  Transmis-  j 

sion  Drive)  offset  presses  to  replace  the  letterpress 
presses  that  have  printed  its  paper  since  1974.  j 

Indeed,  the  Wifeg  announcement  was  the  talk  of 
what,  it  was  widely  agreed,  was  an  otherwise  dull 
Nexpo.  1 

“Acceptance  of  shaftless  by  U.S.  publishers  has 
been  slow . . .  but  now  the  rate  of  change  is  chang¬ 
ing,”  said  John  C.  Jellovitz,  vice  president  and  general 
manager  of  ABB  Industrial  Systems  Inc.’s  Printing 
Systems  Division. 

ABB  and  Wifig,  both  Swiss-based  international 
companies,  jointly  developed  the  Wifag  shaftless 
press.  In  the  Wifag  approach  to  shaftless,  the  main 
drive,  vertical  shafts,  clutches  and  gears  of  conven¬ 
tional  press  drives  are  replaced  with  individual 
motors  at  each  printing  couple  within  a  tower,  as 
well  as  at  the  folder,  driving  rollers,  autopasters  and 
infeed  units. 

The  Tulsa  World  purchase  includes  66  printing 
couples,  two  96-page  2:5:5  heavy  duty  jaw  folders, 

12  infeed  units  and  12  reels. 

World  Publishing  Co.  President  Ken  Fleming  said 
the  newspaper  made  the  decision  after  watching  the 
Wifig  OF  370  in  action  last  April  in  Bern,  Switzerland. 

“I  watched  them  put  it  up  to  [a  running  speed  of] 
70,000  [copies  per  hour],  put  it  into  an  emergency 
stop  and  bring  it  up  and  then  down  again.  I  have 
personally  never  seen  a  machine  control  a  web  as 
well  as  this  one  did,”  Fleming  said  in  a  show  floor 
press  conference.  “The  registration  is  unbelievable 
—  it  looked  like  commercial  press  registration.” 

While  operators  put  the  press  through 
its  paces,  there  was  no  web  movement, 
Fleming  said.“Look,  I  know  presses.  I  was 
on  the  [American  Newspaper  Publishers 
Association]  Technical  Committee  20 
years  and  it  takes  a  lot  to  impress  me.And 
I  was  impressed,”  he  said. 

Especially  impressive  to  Fleming  — 
who  also  oversees  the  publishing  com¬ 
pany’s  commercial  printing  operations  at 
a  separate  location  —  was  the  press’s  fast 
start-up  and  how  quickly  it  was  produc¬ 
ing  salable  copies,  the  executive  said. 

After  emergency  stops,  the  second-to-last 
copy  in  the  delivery  stream  was  still  in 
register,  Fleming  said,  and  the  press 
“cleared  up”  within  four  or  five  copies 
after  restart. 


THE  BEST  INFORMATION  ON  ACQUIRING .  .  . 
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“It  has  very,  very  low  waste,"  Fleming  said. 

Tulsa  also  has  hopes  that  it  will  take  fewer  people 
to  operate  tlian  its  current  letterpress  units,  he  said. 

Fleming  added  that  he  had  a  very  high  confi¬ 
dence  in  the  Wifeg  shaftless  technology. 

“We’re  not  afraid  that  we’re  going  into  a  pioneer 
phase  with  them,”  Fleming  said.  “It’s  true  shaftless 
will  be  new  . . .  but  after  watching,  I  think  [the  tech¬ 
nology]  is  there.  They  went  through  that  demon¬ 
stration,  and  guess  what?  It  worked.  I’ve  seen  hun¬ 
dreds  of  [new  press  technology]  demonstrations 
where  you  sit  around  all  night,  waiting  for  the 
machine  to  do  what  it’s  supposed  to.This  did  what 
it  was  supposed  to,”  Fleming  added. 

The  Tulsa  World  order  does  not  include  two  cut-  Wifag's  first  shaftless  newspaper  printing  press  sale 
ting-edge  optional  features  of  the  Wiiag  OF  370:  the  in  the  United  States  was  to  the  Tulsa  World, 
flying  Page  Changing  Unit  (PCU),  or  its  so-called 

“short”  non-anilox  keyless  inking  system.  His  confidence  in  the  technology  accounted  for 

PCU  is  a  software-driven  component  that  stops  the  relatively  quick  press  decision,  Fleming  said.The 

and  locks  individual  printing  couples  to  permit  World  also  gave  serious  consideration  to  presses 

plate  replacements  without  interruption  of  produc-  made  by  Goss  Graphics  Systems,  MAN  Roland  Inc., 

tion  on  other  couples.  A  related  unit,  known  as  TKS  (USA)  Inc.  and  Mitsubishi  Heavy  Industries/Mit- 

PCU-h,  permits  operators  to  change  the  number  of  subishi  Lithographic  Presses  Inc.,  Fleming  said, 

pages  in  a  product  without  interrupting  production.  The  press  purchase  is  part  of  a  $  10  million  prcss- 
The  Tulsa  World  typically  makes  few  edition  room  and  mailroom  expansion  at  the  paper’s  down- 

changes  in  a  run.  Instead,  the  benefit  it  most  wants  town  plant.  The  Wifeg  presses  are  expected  to  take 

from  shaftless  is  improved  registration,  web  control  over  for  the  letterpress  presses  by  spring  1998. 

and  low  newsprint  waste,  Fleming  said.  The  Tulsa  paper  has  a  daily  circulation  of  about 

“We  run  a  good  letterpress  operation.  It’s  just  we  169,000  and  a  Sunday  circulation  of  about  232,0(X). 
hope  not  to  lose  any  more  readership  because  of.  The  a.m.  daily  produces  a  six-section  paper  daily 
quote,  reproduction  problems,”  Fleming  said.  with  weekly  supplements  zoned  six  ways. 
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ing  with  other  suppliers’  imagers. 

Its  Marie  series  and  Hericules  imagesetters  can 
output  Mitsubishi  Digiplate  polymer  plates  as  well 
as  page  films.  Their  transports  and  cassettes  have 
been  modified  to  ensure  reliability,  according  to 
publishing  group  director  Kenneth  Pond. 

Like  just  about  all  its  competitors’  machines  for 
metal-backed  plates,  Linotype-Hell’s  Gutenbeig  imager 
is  in  use  only  at  commercial  printers. 

“We  want  to  concentrate  on  eight-up  [imaging] 
because  it’s  a  bigger  opportunity  for  us,”  com¬ 
mented  Dani  Herzka,  the  company’s  vice  president 
of  marketing  and  product  development. 

Because  the  customer  looks  at  the  entire  work 
flow,  according  to  Herzka,  Linotype-Hell’s  Delta  RIP 
should  help  sell  CTP  —  whether  that  means  a  sys¬ 
tem  using  his  company’s  plate  imagers  or  another’s. 

After  opening  the  Delta  technology  to  foreign 
output  systems,  said  Herzka,  Linotype-Hell  began 
talking  to  Gerber  Systems.  “We  contractually  gave 
them  the  Speedway  interface”  for  it,  he  said,  and 
Gerber  is  developing  systems  to  take  advantage  of 
it  for  high-speed,  nonstop  plate  output. 

The  versatile  and  expandable  Delta  RIP  separates 
the  PostScript  interpretation  and  the  screening 
functions,  enabling  what  Linotype-Hell  describes  as 
predictable  processing  times,  compressed  and 
editable  DeltaList  files,  spooling  and  OPl  capabili¬ 
ties  and  optional  automatic  trapping. 

In  one  of  the  broadest  approaches  to  the  market.  For  its  part,  Gerber,  which  has  supplied  the 
Linotype-Hell  Co.  offers  not  only  a  range  of  CTP  sys-  imager  for  Autologic  Information  International 
terns  for  different  plates  and  for  commercial  and  platesetters,  promoted  its  flagship  Crescent/42  and 
newspaper  customers,  but  also  a  strategy  for  woric-  smaller  3030  platesetters  in  the  Pitman  Co.  booth. 

The  big  distributor’s  expansive  area  was  host  to 
numerous  manufacturers  —  among  them,  many 
who  in  years  past  had  their  own  Nexpo  booths, 
i  including  plate  producers  DuPont,  Mitsubishi, 

wwmm .. .  j  Kodak  and  Agfa  (which,  since  acquiring  Hoechst’s 

printing  products  business  last  year,  has  its  own 
well-established  direct-imaging  plates). 

I  i  1  I  H  Gerber  Systems  President  Brian  G.  Eastman  said 

II  II  H  more  than  130  Crescent/42  machines  have  been 

installed.  (A  Sullivan  Graphics  unit  recently 
acquired  a  model  42  for  production  of  newspaper 
IUPPI  1  J  ad  inserts  and  TV  listings  booklets.)  But  at  Nexpo, 

■  I  I  rather  than  the  argon-ion  laser  model,  Gerber 

*  I  [  I  showed  the  42T,  its  thermal  version  of  the  eight-up 

I  I  machine.  According  to  Eastman,  once  the  42T’s 

H  ■  I  I  plates  are  wiped  off  with  fountain  solution,  they’re 

|B  ready  to  print. 

For  those  who  cannot  use  or  afford  a  42 

jl  _ ($207,000)  or  a  42T  ($295,000),  Gerber  wiU  be 

shipping  its  red  laser  diode  3030R  within  days.  “By 


BSPAPER  market  for  computer-to-plate 
ystems  can  still  count  more  vendors  than 
>. 

P  Lsn’t  about  the  present.  Even  the  more 
;ct  newspaper  people  at  Nexpo  ’96  in  Las 
m  agreed  that  the  technology  represents  a 
n  process  that  many  or  most  daily  news¬ 
papers  will  eventually  embrace. 

More  vendors  with  more  systems  are  paving  the 
way  to  the  future,  while  only  a  handful  of  newspa¬ 
pers  worldwide  have  taken  to  the  road.  Still,  more 
every  day  make  the  necessary  preparations  —  prin- 
.  cipally  by  moving  to  full  pagi- 

3  exhibitors  nation. 

While  the  newspaper  indus- 
/  C0mpUter~  ny  lags  behind  commercial 
printers  in  adopting  CTB  sup- 
ite  imaQina  pliers  have  used  the  time  to 
refine  earlier  machines, 

ems:  fewer  develop  newspaper-specific 

systems  or,  in  the  case  of  four 
1711  her  Olete  fongUme  vendors  to  the  indus- 
^  try,  entered  the  CTTP  market  for 

)JjQf2  set  UD  through 

^  their  own  development  and 

own  booths  ^vo  others  by  merger  and  mar¬ 
keting  agreement. 


Cymbolic  Sciences'  NewsJet  platesetter  with  FireScript  RIP 
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the  end  of  the  year,”  said  Eastman,  “we 
will  be  adding  an  autoloader”  to  the 
30"  X  30"  imager. 

Within  the  same  time  frame,  Gerber 
expects  to  have  a  thermal  version,  the 
303OT,  which  it  showed  in  Japan  two 
weeks  before  Nexpo,  said  Eastman.  The 
303OR  lists  for  $95,000,  and  Eastman 
said  the  higher  price  for  the  3030T 
should  be  proportional  to  the  price  dif¬ 
ferential  between  the  two  eight-up 
imagers. 

For  thermal  imaging,  he  said,  “We’re 
still  a  little  early  in  the  learning  curve  —  not 
us  so  much  as  the  plate  manufacturers.” 

The  prices  quoted  are  for  imagers  only;  material 
transport  is  extra.  The  autoloader  is  $86,000  for  a 
Crescent  model,  but  less  for  a  3030. 

For  most  vendors,  the  new  hot  RIP  is  Harlequin’s 
ScriptWorks,  running  under  Windows  NT  on  a  DEC 
Alpha  processor.  Gerber’s  symmetric  multiproces¬ 
sor  version  costs  as  much  as  a  3030R  imager.  Pen¬ 
tium-based  versions  cost  between  $45,000  and 
$50,000,  depending  on  memory/storage  require¬ 
ments,  according  to  presales  application  support 
staffer  Dennis  M.  Rusch.  Gerber  machines  can  be 
driven  by  others’  RlPs,  including  that  from  Rampage. 

Because  some  thermal  plate-imaging  solutions 
promise  a  cleaner,  clearer  dot,  they  may  prove  par¬ 
ticularly  attractive  for  minimizing  dot  gain  in  sto¬ 
chastic  screening,  which  utilizes  especially  tiny  dots. 

Gerber  reported  that  Harlequin  offers  stochastic 
screening  for  thermal  imaging  in  the  form  of  its  dis¬ 
persed  screening  within  its  Harlequin  Screening 
Library.  Dispersed  screening  includes  Chain  and 
Micro  screens,  selected  by  a  user  depending  on  the 
line  screen  required. 

Resolutions  for  the  3030  range  from  1270  to 
3810  dpi.  It  is  rated  at  -(-/-0.5  mil  repeatability,  and 
imaging  time  at  1270  for  the  full  30  inches  is  given 
at  just  over  three  minutes.  The  3030R  images  alu¬ 
minum  and  polyester  plates,  as  well  as  film. 

Autologic  Information  International  has  Gerber- 
based  systems,  including  3240  and  2820  (for 
tabloids),  running  at  two  dailies  in  Austria  and  oth¬ 
ers  in  Germany,  Sweden  and  France.  (An  older  sys¬ 
tem  trialed  at  the  Springfield,  \\[.,  State  Journal-Reg¬ 
ister  was  removed  a  couple  of  years  ago.) 

“This  whole  process  is  going  to  require  status  and 
tracking  capability,”  said  Edwards,  noting  that  All  can 
supply  the  “middleware”  for  this  production  moni¬ 
toring,  from  pagination  through  platemaking. 

For  now.  All  offers  the  Gerber  42  as  its  APS 
Platemaster  3242,  imaging  full-size  plates  at  1270  in 
about  4'/i  minutes  (just  under  three  minutes  for  the 
HS  version).  It  offers  automatic  loading  and  unloading, 
APS  Grafix  RlPs  and  work  flow  management  tools.  A 
system  can  support  multiple  RlPs  and  imagers  with 
the  addition  of  the  APS  32  Port  Imager  Hub. 

The  Harlequin/NT/DEC  Alpha  RIP  is  among  a  vari¬ 
ety  of  RlPs  on  various  platforms  able  to  drive  the 
Platemaster. 

All  is  awaiting  Gerber’s  3030  models.  “We’re  look¬ 
ing  at  it,”  said  Edwards.“lf  it  does  everything  they  say, 
we’ll  offer  it  to  the  small  to  medium  [newspaper] 
market.”  With  the  highest-speed  option,  a  3030  can 


image  60-90  page  plates  per  hour. 

Edwards  confirmed  that  Harlequin  should  have 
stochastic  screening  available  for  the  3030T. 

In  negotiations  still  underway  with  another  devel¬ 
oper,  Edwards  would  only  say  that  All  and  Western 
Lithotech  had  reached  the  “foundation  of  an  agree¬ 
ment”  to  support  each  other’s  CTP  efforts.  Edwards 
would  not  elaborate  on  the  possibility  of  joint  work 
to  deliver  an  integrated  platemaking  and  tracking 
solution. 

A  major  supplier  of  offset  newspaper  plates,  plate 
exposure  and  plate  handling  systems.  Western 
Lithotech  introduced  its  own  CTP  system  at  Nexpo. 
A  single  model  designed  strictly  for  newspapers. 
Western  Litho  Machinery  Division  vice  president 
John  Powers  said  of  the  new,  flatbed  DiamondSetter, 
“There  are  no  other  options  because  speed’s  the 
thing.” 

He  called  his  company’s  sole  CTP  model  “the 
fastest,  period.  We’re  rated  at  180  plates  per  hour” 
using  two  integrated  frequency-doubled  YAG  laser 
imaging  heads  to  provide  the  level  of  productivity- 
needed  by  larger  newspapers,  which  are  accus¬ 
tomed  to  maximum  output  of  240  plates  per  hour 
from  Western  Litho’s  top-of-the-line  conventional 
platemakers.  Powers  estimated  the  price  at  between 
$350,000  and  $390,000. 

Western  Litho  said  it  has  firm  agreements  with 
the  Dallas  Morning  News  and  a  second,  unnamed 
existing  customer  to  trial  DiamondSetters.The  beta 
tests  will  begin  late  this  year  and  early  in  1997. 

The  two  imaging  heads  can  produce  the  same  or 
different  pages  up  to  14"  x  24"  at  1"  per  second  at 
1200  dpi  or  0.45"  at  1800  dpi.  The  company’s  own 
DiamondPlates  are  subtractive  photopolymer  on 
aluminum  backing. 

Not  surprisingly.  Western  Litho  offers  a  Harle¬ 
quin/NT/Alpha  RIP  and  uses  the  same  platform  for 
integration  with  front-end  and  imposition  systems. 

Powers  said  the  design  derived  from  information 
gleaned  from  a  focus  group  of  representatives  from 
large  newspapers  and  chains,  which  he  said  indi¬ 
cated  the  need  for  speed  and  a  small  footprint.  He 
said  Western  Litho  also  brings  its  experience  in  plate 
handling  and  automation  to  the  design.  Up  to  400 
plates  can  be  loaded  into  two  200-plate  cassettes. 
Automatic  plate  interleaf  removal  provides  the  non¬ 
stop,  180  page  plate-per-hour  exposure. 

Plates  are  then  automatically  transported  to  the 
processor,  which  uses  a  gallon  of  finisher  with 

(See  CTP  on  page  44) 


June  22, 1996  ■  Editor  &  Pubusher  21 


BY  GEORGE  GARNEAU 


EW!|P[PER  PACKAGING  AND  distribution  systems 

fg  up  to  drive  costs  down,  and  in  the  inces- 
for  efficiency,  bigger  is  better,  at  least  for 
rnt. 

ed  automation  —  in  the  form  of  robots, 

I,  cart  systems  and  even  jumbo  plastic  con- 
dominated  the  post-press  product  parade 
at  Nexpo  in  Las  Vegas. 

System  vendors  see  demand  for  more  automation 
in  moving  newspapers  from  the  press  delivery 
toward  readers.  Simply  dispatching  bundles  to  the 
loading  dock  on  a  conveyor  belt  to  be  floor  stacked 
by  hand  on  a  truck  simply 
UUITlUO  won’t  do  anymore. 

Innovative  new  systems 

automation  can  do  the  job  faster  and 

cheaper,  and  newspapers  are 
ll^3t6S  POSt~  ^’ctting  it’s  worth  the  invest¬ 
ment  as  they  refine  the  decen- 

ess  product  tralized  distribution  system 

^  that  began  transforming  news- 

ie  at  Nexpo  paper  delivery  a  decade  ago. 

_ *  In  short,  mankind  is 

endowing  machines  with  the 
brawn  and  brains  to  take  a  lot  of  the  back-break¬ 
ing  grunt  work  out  of  moving  newspapers.  And 
the  materials-handling  evolution  is  attracting  more 
companies  from  other  industries  —  for  example, 
soda  and  milk  packagers  and  warehouse  system 
developers. 

“The  big  trend  is:  Everybody  is  looking  at  bulk 
handling,  either  palletizing  or  carts,”  said  consultant 
Chuck  Blevins  of  Denver’s  Blevins  Harding  Group. 

As  newspapers,  starting  with  the  biggest,  shifted 
to  adult  carriers  delivering  longer  routes  from 


decentralized  dis¬ 
tribution  centers, 
needs  have 

changed.  The  chal¬ 
lenge  is  to  move 
printed  products 

—  inserts,  advance 
sections,  late  news 
sections  and  com¬ 
plete  newspapers 

—  to  distribution 
centers,  and 
between  printing 
and  inserting 
plants. 

First  came  pal- 
letizers,  then  carts 
and  automatic  load¬ 
ers.  This  year,  ro¬ 
botic  loaders  and 
plastic  containers 
for  untied  papers 
are  emerging  to  fill  special  needs. 

“I  think  we  are  going  to  see  a  lot  of  activity  in 
bulk,  either  tied  or  untied  bundles,”  Blevins  said. 

Machine  Design  Services  Inc.,  the  Denver  com¬ 
pany  that  last  year  showed  an  automatic  cart  loader, 
this  year  demonstrated  a  robot  that  can  load  carts 
and  pallets.  Based  on  an  American-made  Kawasaki 
robot  fitted  with  a  lifter  designed  to  hold  four  news¬ 
paper  bundles,  it  loads  40  bundles  a  minute.The  first 
unit  is  working  at  the  Washington  Post. 

The  robot  improves  on  the  cart  loader  because  it 
loads  pallets,  too,  said  Greg  Greenan,  MDSI  market¬ 
ing  chief  Either  way,  it’s  feter,  and  reduces  labor 

— — — -  costs  and  injuries,  compared 

with  manual  loading. 

The  cart-loading  robot  sells 
for  $125,000  to  $150,000, 
$225,000  to  $250,000  for  the 
pallet  loader,  which  requires 
pallet  conveyors. 

MSDI  also  showed  the 
45"  X  52"  X  42"  plastic  con¬ 
tainer,  holding  up  to  1,200  96- 
page  papers,  that  is  being 
used  to  transport  untied 
stacks  of  newspapers  from 
the  Los  Angeles  Times'  Orange 
County  plant  to  distribution 
centers,  where  stacked  prod¬ 
ucts  are  inserted  by  hand, 
Greenan  said. 


Total  Mailroom  Support  Inc.'s  Compass 
counter-stacker,  designed  so  bundles  can 
be  routed  to  exit  in  four  directions 


Thanks  To  Our  Many  Friends  For 
Allowing  Us  To  Provide... 
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The  Newspaper  Bulk  Loading  System  automatically  loads  the 
containers,  one  layer  at  a  time,  from  a  conveyor  of  untied  news¬ 
paper  stacks.  Then  it  stacks  one  container  on  another  and 
moves  them  by  conveyor  to  be  loaded  by  fork  lift  onto  trucks. 

The  system,  rated  at  38  bundles  a  minute,  is  designed  also  for 
moving  printed  products  between  plants,  in-plant  storage  of 
advanced  sections,  and  can  move  tied  or  untied  bundles. 

Advantages  of  untied  bundles  include:  no  strapping 
machines,  no  strapping  material,  reduced  damage,  no  bottom 
wrapping  —  and  papers  can  be  hand  inserted  directly  from  the 
container. 

Quipp  Systems  Inc.  of  Miami  weighed  in  with  its  own 
robotic  palletizer,  a  Fanuc  M-4l0i  model  adapted  for  newspaper 
lifting.  Louis  D.  Kipp,  one  of  Quipp’s 
founders  and  a  veteran  mailroom  vendor, 
said  bulk  loading  of  newspapers  is  on  the 
upswing  for  the  simple  reason  that  takes 
cuts  in  half  the  time  it  takes  to  load  and 
unload  trucks  and  reduces  product  damage. 

The  robot  loads  40  bundles  a  minute, 
four  at  a  time,  in  straight  stacks  and  can 
be  programmed  to  automatically  install 
slipsheets  made  of  corrugated  board 
between  layers.  The  full  system  with 
conveyors  goes  for  about  $250,000. 

The  robots  being  demonstrated  at 
Nexpo  this  year  aren’t  the  first  attempt 
to  put  industrial  robots  in  newspapers, 

Kipp  said.  In  the  late  1970s,  Idab  intro¬ 
duced  a  robotic  loader  that  was  greeted 
with  yawns,  and  union  opposition. 

Quipp  also  introduced  its  Viper  three- 
quarter  Kraft  wrapper  with  an  inkjet 
head  capable  of  printing  bar  codes.  It 
wraps  40  to  50  bundles  a  minute  and 
costs  $16,000,  inkjet  included. 

When  the  New  York  Times  asked  West¬ 
ern  Atlas,  one  of  the  biggest  makers  of 
palletizers,  about  incorporating  a  stretch 
wrapping.  Western  came  up  with  a  pro¬ 
totype  within  a  year.  The  Times  thought 
it  “pretty  tremendous”  and,  after  “suggest¬ 
ing”  a  few  improvements,  ordered  seven 
of  them  for  the  production  plant  under 
construction  in  Queens,  N.Y.,  said  David 
Thurm,  Times  production  vice  president. 

Now  called  von  Gal  Z-3  NewsWrap,  the 
machine,  rated  to  load  84  bundles  a  min¬ 
ute,  was  shown  on  videotape  in  operation. 

For  one  thing,  wrapping  the  loaded 
pallet  in  plastic  on  the  palletizing 
machine  saves  a  lot  of  space.  For  another, 
the  NewsWrap  accepts  different  kinds  of 
pallets,  which  allows  the  Times  to  save 
money  by  reusing  pallets  from  preprints. 

And  the  fact  that  y^estem  has  sold  the 
machine  to  other  companies  helps 
assure  the  machine’s  continued  support. 

At  its  second  Nexpo,  Western  was  pro¬ 
moting  its  first  sale  to  a  newspaper,  the 
Times,  but  not  the  last,  according  to  Jim 
Seidel,  regional  sales  manager,  who  said  sales 
to  other  papers  were  in  the  final  stages. 

GMA,  which  introduced  its  next-gener¬ 
ation  in-line  inserter,  the  SLS2000,  to 
huge  demand  and  some  30  sales,  showed 


enhancements  such  as  a  pneumatic  collater  takeup,  air  bearing 
table  for  more  accurate  feeding,  safety  interiock  guards  to  pre¬ 
vent  injuries,  and  remote  feeder  adjustment  on  the  fly. 

GMA  also  improved  its  Plans  software  system.  An  inventory 
tracking  module  uses  real-time,  radio-frequency  bar  code  scan¬ 
ners  to  follow  inserts  from  the  time  of  receipt.  The  system 
includes  an  expanded  module  for  calculating  postage  costs  and 
a  totalizing  system  that  includes  multiple  counters  for  reduced 
overruns,  said  Philip  K.  Jones,  systems  marketing  manager. 

He  said  newspaper  preprint  advertisers  are  demanding 
increased  accountability,  such  as  reports  of  inserting  accuracy. 

The  ability  to  provide  accountability  —  in  part,  by  bar  coding 
(See  Mailroom  on  page  36) 


Stop  !  Save  the  ‘‘High  Cost”  of  hand 
inserting  your  Sunday  and  Daily  Single 
Copy  Completes! 

Do  it  the  Stepper  Reverse  Setter  way! 


Real  Estate 


Business 


The  4000  R  everse  Setter  is  the  New  and  Better  way 
to  insert  your  Sunday  and  Daily  heavy  completes. 

1 .  Reverse  Serting  “ Locks''  sections  and  inserts  in! 
Sections  can  be  compensated  to  produce  flat 
easy  to  handle  stackable  completes.  Eliminates 
messy  football  shaped  bundles. 

2.  Time  proven  “C//  and  no  adjustment  DH  Easy 
Load"  feeder  combinations  handle  Pre-stuffed 
Advances,  large  ROP’s  and  Product  Samples. 

3.  Handles  the  “Heavy  bulky  holiday  season" 
editions  like  a  snap!  Easy  to  use  and  maintain. 

4.  One  4000RS  “Handles  the  Bulk"  at  production 
speeds  it  takes  up  to  24  or  more  hand  staffers 
to  match!  Perfect  for  Distribution  Centers. 

For  more  information  call:  Stepper  Inc. 

PO  Box  1126  Olathe,  KS  66051  (913)  782-2584  Fax  (913)  782-2441 
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NEWSPEOPLE  IN  THE  NEWS 


COMPILED  BY  IAN  E.  ANDERSON 


SVSASWELK 
LINDSAY,  senior 
market  analyst  at 
Gannett 
Rochester 
Newspapers  in 
Rochester,  N.Y, 
has  joined 
American  Opinion 
Research, 

Princeton,  N.J. 

Lindsay  will  serve  as  project  manag¬ 
er  in  the  film’s  media  division. 


JOHN  FREDER¬ 
ICKS,  president 
of  the  Florida 
Newspaper 
Advertising 
Network,  has 
been  appointed  to 
the  newly  created 
position  of 
corporate  sales 
director  at  the  Daytona  Beach  (Fla.) 
Neufs-Joumal. 

He  will  be  in  charge  of  strategic 
planning  and  development  of  the 
company’s  major  clients  and  prospects, 
growing  the  News-JoumaFs 
national  business  and  gaining  revenue 
for  their  new  address-specific 
delivery  program,  News-Journal 
Select. 

The  recently  opened  Adanta  office 
will  be  his  home  base. 

Previously,  Fredericks  was  senior  vice 
president  at  ADVO  Inc. 
and  McClatchy  Newspapers. 


WILL  CORBIN 


PHn.  VALENTI 


TERESA  LEONARD 


ANTHONY  J.  JAY  JR.,  an  information 
industry'  financial  executive  with  20 
years  of  diversified  management  experi¬ 
ence,  has  been  named  chief  financial 
officer  of  United  Press  International. 

MICHAEL  J.  DEE,  assistant  vice 
president  of  financial  planning  and  anal¬ 
ysis  at  First  Fidelity  Mortgage  Co., 
Baltimore,  was  appointed  to  support 
UPI’s  strategic  business  planning 
process.  Previously,  Jay  served  as  chief 
financial  officer  of  CDA  Investment 
Technologies  Inc.  and  was  vice 
president  for  finance  and  administration 
of  Disclosure  Inc. 


PAM  AYALA,  regional  adveritisng  man¬ 
ager  at  the  Press-Enterprise  in  Riverside 
County,  Calif.,  has  joined  the  classified 
advertising  department  as  the  automo¬ 
tive  regional  manager. 

Ayala  has  more  than  20  years  of 
newspaper  advertising  experience, 
including  a  stint  as  classified  advertising 
manager  at  the  San  Bernardino,  Calif., 
Sun. 

JERRY  DUNN,  display  account  rep¬ 
resentative,  was  promoted  to  new  busi¬ 
ness  development  manager. 

CINDY  ALLEN,  advertiser  promo¬ 
tions  coordinator,  was  named  promo¬ 
tions  manager  at  the  Press-Enterprise. 


TERESA  LEONARD,  director  of  news 
research  at  the  Raleigh,  N.C.,News  & 
Observer,  has  been  named  chair  of  the 
Special  Libraries  Association  News 
Division. 

Leonard  joined  the  newspaper’s 
news  research  department  in  1987  and 
was  elevated  to  her  current  position  in 
1993. 


Studet^ 


Hometown  Communications,  Inc. 

has  sold 

Sturgis  (Ml)  Journal 

(7,800  Daily  Circulation) 
and 

FREMONT  (NE)  TRIBUNE 

(9,500  Daily  Circulation) 


TERRY  BLEVINS,  director  of  the  cor¬ 
porate  financial  department  of 
Landmark  Communications  Inc.,  has 
been  named  controller  of  the 
Virginian-Pilot,  Norfolk,  Va. 

Earlier,  she  was  director  of  budgets 
and  financial  analysis  for  Telecable 
Corp. 


Four  executives  of  the  Daily  Press 
in  Newport  News,Va.,  have  been  pro¬ 
moted  to  vice  president.They  are: 
WILL  CORBIN,  vice  president  and 
editor;  PHIL  VALENTI,  vice  presi¬ 
dent  of  circulation  and  production; 
GENE  PARK,  vice  president  of 
administration;  and  LADONNA 
WADE,  vice  president  of  human 
resources. 


Independent  Media  Group,  Inc. 

(a  wholly  owned  subsidiary  of  The  Wicks  Group) 

We  are  proud  to  have  represented 
Hometown  Communications  in  this  transaction. 

Dirks,  Van  Essen  &  Associates 

123  East  Marcy  St.  -  Suite  207.  Santa  Fe.  NM  87501 

(505)  820-2700 
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In  tke  digital  race,  Canon  kas  taken  tke  lead. 


€)1996  Canon  U.SA.,  Inc.  EOS*DCS  developea  in  cooperation  witn  Kooab.  For  product  guide,  write  Canon  EOS*DCS,  C.S.B.  3192A, 
Melville,  NY  1 1747.  XRES™  offcr  expires  Decemter  31,  1996.  Visit  our  VRidd  Wide  WeL  site  at  littp://  www.usa.caxion.com. 


Only  Canon  cameras  coulJ  kave  captured  tke  digital  image  akove  for  Reuters’  pkotogra- 
pker  Gary  Herskom.  Wky?  Because  oidy  Canon  EOS ’DCS  cameras  unite  predictive  and  5-point  auto¬ 
focus,  allowing  you  to  control  kotk  tke  skarpness  and  tke  position  of  an  approacking  sukject.  And 
you’ll  always  ke  ready  to  skoot,  kecause  tke  E0S*DCS3  can  capture  as  many  as  12  frames  in  a  row 
at  speeds  of  up  to  2.7  frames  per  second.  EOS ‘DCS  cameras  use  Canon’s  exclusive  AIM  System. 
Tkis  links  5-point  predictive  autofocus  to  exposure  metering  in  real  time,  witkout  tke  need  to  lock  focus 
and  recompose.  And  kecause  tkey  are  compatikle  witk  all  of  tke  nearly  50  Canon  EF  lenses,  includ¬ 
ing  tke  remarkakle,  new  17-35mm  ^2.8L  USM  pro  zoom,  no  otker  digital  cameras  offer  a  wider 
range  of  skooting  options.  Even  in  low  ligkt  conditions,  kigk  skutter  speeds  are  availakle  tkanks  to 
an  extended  range  of  ISO  settings  (200-1600);  tkis  range  is  augmented  ky  access  to  tke  kdl  aperture  range 
of  your  lens,  kecause  of  our  D2C  (direct-to-ckip)  optical  system. 

And  tkere’s  no  compromise  in  final  image  quality  as  up  to  124  images  can  ke  stored  witkout 
compression  on  convenient,  reusakle  Type  I,  II,  and  even  T)'pe  III  cards  (and  tke  entire  EOS ‘DCS  sys¬ 
tem  is  kotk  IBM-  and  Mac-compatikle). 

Canon  continues  to  raise  tke  standards  of  digital  pkotograpky  witk  tke  DCS  1,  our  top-of-tke- 
line  model.  It  offers  an  ultra-kigk  resolution  of  over  6  million  pixels,  creating  18  MB  full-color  RGB 
files  at  tke  snap  of  its  skutter. 

Ckoose  any  EOS«DCS  camera  and  receive  tke  Macromedia  XRES™  2.0  software  package  free 
(a  $699  value).  Canon  EOS ‘DCS  —  in  cutting-edge  digital  pkotograpky,  notking  else  even  comes  close. 


EOS'DCS  Canon 
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BY  TONY  CASE 


Monitoring 
Media  Transactions 

The  media  business 

has  seen  a  tash  of 
mergers  and  acquisi¬ 
tions  over  the  last  cou¬ 
ple  of  years,  but  news- 


Veronis,  Sublet 
repoti  tracks 
activity 


The  media  business 

has  seen  a  tash  of 
mergers  and  acquisi¬ 
tions  over  the  last  cou¬ 
ple  of  years,  but  news¬ 
paper  deals  have  remained  relative¬ 
ly  constant  since  the  beginning  of  this  decade,  a 
just-teleased,  comprehensive  report  on  communica- 
tions-industry  transactions  revealed. 

But  the  value  of  newspaper  deals  did  rise  in 
1995  —  a  year  that  brought  not  only  major  merg¬ 
ers  such  as  the  Disney/Cap  Cities  and  Time 
Wamer/Tumer  marriages  but  also  the  busiest  and 
most-lucrative  days  for  newspaper  sales  since  the 
buying  wave  of  10  years  previous. 

The  findings  are  part  of  the  first-ever 
“Communications  Industry  Transactions  Report,” 


Pagination  systems  every 
paper  can  afford 

NewsEdhPro 

The  first  and  only  truly  a^rdabU 
text,  image  and  pa^mtion  ^ 

management  system  designed 
for  smaller  newspapers. 

NewsEditPro  offers  powerful  features  found  \ 
in  more  expensiye,  complex  major  metro  pagi- 
nadon  but  tvilhout  the  complexity  and 

at  a  haction  or  the  cost. 

r  ^  xL  X  -11  I  •  X-  L  •  Drag  and  drop  poginafion  of  text,  photos 

F^ures  fa  will  moke  poginming  o  breeze  J  into  OurtXPKs 

•  Build  and  manage  dircaones  or  Wire  categones, 

agate,  keywords,  priority  and  copy  status.  *  monogement  features  ollow 

•  Write,  edit  and  format  WYSIWYG  headlines  '™1 ""Jlf®'  ™“9®  fl™ 

IiDm»idiinNewsEditI>m  Wlto  NewsEdllflO 

•  Format  stories  automatically  with  style  sheets  that  For  more  Hitormalion  on  how  we  can  help  moke 

are  linked  to  your  QuarkXPress  templates.  pagination  simple  ^  affordable  pleas 

•  Paginate  to  the  Internet  by  dra^ng  and  dropping  BOS0VI©W 

text  and  images  directly  into  Adobe  PageMill!  3 1 3*662*5800 

•  Works  with  the  Apple  Internet  Server  Solution.  /www.baseview.com 


produced  by  the  New  York  invest¬ 
ment  bank  Veronis,  Suhler  & 
Associates  Inc. 

The  firm,  which  has  handled 
$  18  billion  in  media  deals  since  its 
founding  in  1981,  is  also  well- 
known  for  its  regular  research  studies  and  forecasts 
concerning  the  communications  fields. 

In  its  latest  publication  —  which  considers  more 
than  2,500  transactions  in  1 1  media  segments  from 
1990  through  November  1995  —  Veronis,  Suhler 
reported  that  publicly  traded  newspaper  publish¬ 
ers  cemented  31  deals  in  1994,  a  decline  from  the 
38  undertaken  in  1993  but  above  levels  in  the  ear¬ 
lier  part  of  the  decade,  which  produced  an  average 
of  22  transactions  annually. 

The  uptick  was  the  result,  in  part,  of  an 

_  increased  number  of  financial 

transactions  —  particularly 
public  debt  offerings  and 
redemptions,  defined  as  the 

y  repurchase  of  stock  or  retire¬ 

ment  of  debt. 

&But  corporate-finance  deals 
comprised  only  a  small  por¬ 
tion  of  newspaper  activity 
over  the  years.  M&As  made 
up  most  of  the  transactions, 
and  their  frequency  has  been 
somewhat  constant. 

“Whereas  the  financial 
players  are  driving  the  mar¬ 
ket  in  other  fields,  newspa¬ 
per  deals  are  more  strategic. 
Newspapers  are  buying 
newspapers,”  Veronis,  Suhler 
managing  director  and  news¬ 
paper  specialist  Kevin  M. 
jiIg!  Lavalla  said  in  an  interview. 

lofion  of  text,  photos  ^ 

JOrkXPress  smee  newspapers  are  the 

most  mature  segment.  Rarely 
!nt  features  ollow  are  you  going  to  get  the  kind 

ze  imoges  from  of  returns  the  financial  play¬ 

ers  are  going  to  want  to 
achieve.They're  just  not 
onlww  wean  help  make  going  to  be  there.” 

oftardable please contacl us.  *i-  i.  r 

While  the  number  of 

newspaper  deals  has 

100  remained  steady,  the  value  of 

seviewcom  Fhe  deals  has  soared,  the 

report  indicated. 
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Newspaper  transactions  ranged  from 
$473  million  to  $654  million  during  the 
1990-1992  period.  But  1S>93,  which 
brought  the  New  York  Times  Co.’s  $  1 
billion  acquisition  of  the  Boston  Globe 
and  nearly  twice  that  amount  in  equity 
and  debt  offerings  and  redemptions, 
ushered  in  a  megabucks  era  that  hasn’t 
let  up  yet. 

Deals  in  1994  totaled  over  $1  billion, 
and  transactions  last  year,  through 
November,  added  up  to  $1.8  billion  — 
excluding  Gannett  Co.  Inc.’s  $1.7  billion 
Multimedia  Inc.  purchase,  which  the 
report  listed  in  the  cable-television  seg¬ 
ment. 

The  average  newspaper  transaction 
in  1995  was  valued  at  $1531  million, 
higher  than  in  any  other  year  so  far  this 
decade.The  only  other  year  deals  sur¬ 
passed  $100  million  in  average  value 
was  1993,  due  to  the  transactions  men¬ 
tioned  above.  In  the  1990-1S>92  term  — 
when  newspapers  saw  their  worst 
recession  since  the  days  of  World  War  11 
—  deals  were  valued  at  just  $41  million 
on  average. 

Unlike  other  communications  seg¬ 
ments,  newspaper  M&As  have  been 
held  back  by  the  small  number  of  prop¬ 
erties  available,  Veronis,  Suhler  pointed 
out.There  are  few  metropolitan  papers 
for  sale.  Most  newspaper  transactions 
involve  smaller,  less-expensive  holdings, 
such  as  suburban  dailies  and  shoppers. 

“Given  the  high  profitability  of  news¬ 
papers  in  single-ownership  markets,  and 
the  fact  that  such  investment  opportuni¬ 
ties  are  difficult  to  duplicate,  a  small 
percentage  of  [large]  properties  come 
on  the  market,”  the  report  said. 

Other  newspaper-related  highlights  of 
the  report: 

♦  More  than  half  of  the  M&As  in  the 
1990-1995  term  had  a  value  of  less  than 
$10  million  and  more  than  three-quar¬ 
ters  were  valued  at  under  $50  million. 
But  in  terms  of  spending,  over  three- 
quarters  of  the  total  was  generated  by 
acquisitions  valued  at  $100  million  or 
more. 

♦  Canada-based  newspaper  companies 
were  the  most  active  buyers  of  newspa¬ 
per  properties  during  the  six  years  stud¬ 
ied.  The  top  buyers  in  terms  of  numbers 
of  properties  were  Toronto  Sun 
Publishing  Corp.  and  Hollinger  Inc., 
with  nine  transactions  each. 

♦  The  leading  seller  of  newspapers 
was  Thomson  Corp.,  with  six  sales,  fol¬ 
lowed  by  Hollinger,  Gannett  and 

(See  Financial  on  page  57) 


formerly 

Collier-Jackson 


How  much  easier  would  the  daily  functions  of  your  advertising  department  be  if 
you  had  an  advertising  system  with  a  familiar  graphical  user  interface? 
Could  people  be  more  productive  if  they  had  seamless  integration  with 
Microsoft  Office  productivity  tools  like  Microsoft  Mail/Exchange,  Microsoft 
Word,  Microsoft  Excel  and  Microsoft  Schedule+?  With  VisionS/i/'/f  Advertising  you 
get  more  than  just  a  graphical  version  of  our  successful  World  Class  Series 
Advertising  system. 

Built  exclusively  with  Microsoft  tools  for  BackOffice,  VisionS/w'/f  Advertising 
combines  advanced  client/server  technology  with  superior  tools  in  order 
to  provide  you  with  expedient  ad  order  entry,  sophisticated  account,  contract 
and  credit  management  and  detailed  on-line  history.  Don’t  you  want  the  robust 
functionality  which  will  make  your  advertising  department  more  productive, 
efficient  and  profitable? 


Call  today  for  more  information. 

813/878-7867 

vsinfo@geac.com 

http://vwvw.geac.com/vs/ 


Vmmshift 


Microsoft  Solution  Provider  Digital  Business  Partner 

VisionSft/ff  is  a  trademark  of  Geac  Computers,  Inc.  Microsoft  is  a  trademark  of  Microsoft  Corporation  in  the  United 
States  and/or  other  countries.  Digital  is  a  registered  trademark  of  Digital  Equipment  Corporation. 
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BY  LAURA  REINA 

A  Matter  Of 
Relocation 


The  newspaper  association  of 

America’s  (NAA)  Real  Estate  Standing 
Committee  may  have  found  a  new 
niche  for  newspapers. 

Real  Find,  a  type  of  relocation  “pack¬ 
age”  designed  to  help  readers  relocating  to  an 
entirely  new  area,  is  slated  to  launch  within  the 
next  two  months. 

Real  Find  will  actually  be  made  up  of  individual 
newspapers’  classified  sections  (and  whatever  else 
they  may  want  to  include),  and  will  be  delivered  to 
readers,  at  no  cost,  within  a  day. 

Readers  will  be  able  to 
find  a  toll-free  number  for 
Real  Find  within  the  classi¬ 
fied  sections  of  their  newspa¬ 
pers.  All  they’ll  need  to  do  is 
call  the  number  and  specify 
the  market  in  which  they’re 
interested. 

Every  member  of  the  NAA 
is  encouraged  to  participate 
in  Real  Find.  And  because  it’s 
an  NAA  project,  no  member 
net^'spapers  can  be  excluded. 

C.  Dean  Welch,  president 
of  the  NAA’s  Classified 
Federation  and  director  of 
classified  advertising  at  the 
Atlanta  Journal  and 
Constitution,  explained  that 
competitors  have  tried  to  expand  their  reach  by 
offering  publications  to  those  relocating  to  another 
area. 

“And  so  in  thinking  about  what  our  competition 
was  doing  and  thinking  about  where  we’re  migrat¬ 
ing  with  the  Internet  and  Web  pages,  it  became  a 
logical  decision  to  move  in  that  direction  for  news¬ 
papers  as  a  whole. 

“The  truth  of  the  matter  is  there’s  a  lot  of  hype, 
a  lot  of  talk,  a  lot  of  migration  toward  the  Internet. 
But  the  bottom  line  is  only  15%,  maybe  18%,  now 
in  the  U.S.,  has  access  to  the  Internet. A  lot  more 
[than  18%]  move,”  explained  Welch. 

Tony  Marsella,  vice  president  of  real  estate/classi¬ 
fied,  at  the  NAA  admitted  the  concept  to  provide 
people  with  this  kind  of  information  is  not  new. 
Many  competing  magazines  have  toll-free  numbers 
to  call  to  receive  r  al  estate  information,  via  mail, 
about  specific  markets. 

“The  problem  with  that  is  you  only  get  that  one 
magazine. And  it  generally  contains  advertising  and 


NAA  ta  feicUitcile 
use  of  Real  FhuL, 
in  partnership 
with  Denver- 
based  North 
American 
(JassiFacts: 
program  will 
lai'}*et  readers 
planning  to  niove 
Ut  anotlwr  nuwket 


real  estate  for  sale  only.  And  by  getting  it  in  the  reg¬ 
ular  mail  it  can  be  two,  to  three,  to  four  weeks 
before  you  get  that  product.  By  that  time,  you’ve 
already  gotten  yourself  involved  in  other  activities,” 

Marsella  said. 

Marsella  said  that  while  the  initial  plan  is  to 
deliver  a  print  package  of  information,  down  the 
road  this  same  information  may  be  delivered  to 
consumers  online. 

“We’re  going  to  invite  newspapers  to  advertise 
this  on  the  Internet  as  well,”  Marsella  said.  “We’re 
going  to  put  it  up  on  our  (NAA)  Web  site.  We’re 
going  to  explain  what  it  is.  Whoever  wants  to  be 
hyperlinked  will  be.  We  aren’t  delivering  the  prod¬ 
uct  yet  via  the  Internet,  but  we’re  going  to  work 
parallel  to  launching  and  we’re  going  to  try  to 
develop  a  way  [to  deliver  it]  down  the  line.” 

Real  Find  is  designed  to  improve  on  what  com¬ 
petitors  are  doing  by  delivering  the  product  free 
(Welch  said  consumers  will  be  charged  only  for 
additional  information),  overnight,  and  by  deliver¬ 
ing  a  package  that  not  only  includes  the  newspa¬ 
pers’  listings  of  homes  for  , _ _ 

sale,  but  maybe  some  other 
information  from  that  com¬ 
munity,  explained  Marsella. 

The  NAA  is  facilitating  Real 
Find,  along  with  Denver- 
based  North  American 
ClassiFacts.The  target  is  the 
27  most  active  in-bound,  out¬ 
bound  maricets  in  the  coun¬ 
try.  Newspapers  only  need  to 
ship  their  real  estate  informa¬ 
tion  to  the  central  clearing¬ 
house  in  Denver. 

Real  Find  will  be  funded 
by  both  local  and  national 
advertisers.The  NAA  is  plan-  "And  so  in  thinking  about  what 
ning  to  set  up  a  national  sales  our  competition  was  doing  and 
team  specifically  for  Real  thinking  about  where  we're 

Find.  migrating  with  the  Internet 

“We’ll  go  after  advertisers  and  Web  pages,  it  became  a 

who  are  applicable  to  [Real  logical  decision  to  move  in 

Find],  but  wbo  are  not  adver-  that  direction  for  newspapers 
tising  in  newspapers,”  said  as  a  whole." 

Welch.These  advertisers  —  C.  Dean  Welch,  president 

could  include  van  lines,  car  of  the  NAA's  Classified 

rental  agencies,  hotels,  and  Federation  and  director  of 

national  real  estate  agencies.  classified  advertising  at  the 

Marsella  said  that  based  on  Atlanta  Journal  and 

studies  the  NAA  has  conduct-  Constitution 
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ed,  he’s  fairly  confident  tliey  can  make 
up  to  40,000  sales  calls  in  a  year. 

“That  becomes  a  very,  very  valuable 
market  —  targeted  market  —  for  nation¬ 
al  advertisers  interested  in  getting  peo¬ 
ple  before  they  get  to  the  marketplace,” 
said  Marsella. 

On  the  local  level,  newspajiers  will 
sell  to  advertisers  and  retain  the  rev¬ 
enue. 

Marsella  explained  that  newspapers 
will  be  able  to  seU  single  sheet,  insert 
advertising  that  would  go  in  the  pack¬ 
age  to  the  consumers.The  newspaper 
will  then  send  the  consumer  real  estate 
information  and,  for  example,  a  coupon 
for  509^  off  at  a  specific  restaurant  in 
the  area. 

Consumers  win  because  they  get 
valuable  information  along  with  listings 
for  the  community,  businesses  win 
because  they  have  the  opportunity  to 
introduce  themselves  to  incoming  resi¬ 
dents,  and  newspapers  win  because 
they  have  a  new  revenue  source,  said 
Marsella. 

Real  Find  will  also  give  newspapers 
the  opportunity  to  upsell  its  advertisers, 
explained  Welch.  For  example,  newspa¬ 
pers  often  print  and  distribute  tabloids 
for  Realtors  and  brokers.  Newspapers 
can  now  convince  these  advertisers  to 
buy  an  extra  30,000  or  so  of  these 

The  target 
is  the  27  most 
active  in-bound, 
out-bound  markets 
in  the  country 

tabloids  for  submission  into  Real  Find. 
And  the  newspaper  keeps  the  extra 
revenue. 

Welch  said  that  Real  Find  is  coming 
at  a  time  when  relocation  has  become 
very  important. 

For  example,  in  Atlanta,  relocation  is 
now  40%  to  50%  of  a  broker’s  income. 
And  other  than  the  Internet,  Real  Find 
can  offer  accessibility  to  100%  of  the 
population. 

“Hopefully  in  the  next  four  to  six 
months,  every  newspaper  that’s  a  mem¬ 
ber  of  the  NAA  will  become  a  member 
of  Real  Find,”  stated  Welch. 

According  to  Marsella,  at  the  1996 
NAA  Classified  Conference  in  San 
Diego,  over  75  newspapers  “unofficially” 
signed  up  to  be  a  part  of  Real  Find.  But 


Real  Find  won’t  be  officially  launched  to 
the  public  until  a  critical  mass  of  news¬ 
papers  are  signed  up  and  have  sent 
their  products  to  the  central  clearing¬ 
house  in  Denver,  he  said. 

Any  editorial  content  involved  with 
Real  Find  will  be  entirely  up  to  each 
newspaper. 

Welch  said  that,  for  example,  the 
Atlanta  Journal  and  Constitution's 
mainstay  to  Real  Find  will  be  its  Sunday 
section,  “Homefinder.” 

Welch  said  his  paper  may  even  put 
together  a  magazine  strictly  for  reloca¬ 
tion,  not  to  be  distributed  through  the 
newspaper  or  in  the  market. 

“I  have  yet  to  think  of  a  single  nega¬ 
tive  aspect  [to  Real  Find].  It’s  like  the 
no-brainer  of  no-brainers,”  quipped 
Welch. 

B.E.T.  Weekend 
goes  monthly 

.E.T.  WEEKEND,  AN  African- 
American  magazine  that  is  carried  as 


a  supplement  to  newspapers,  will  move 
from  quarterly  to  monthly  production 
early  next  year. 

Circulation  is  projected  to  increase  to 
more  than  1  million  copies. 

B.E.T.  Weekend  is  a  joint  venture 
between  Black  Entertainment  Television 
and  the  New  York  Daily  News. 

The  second  issue  of  the  magazine  was 
published  June  9. 

N.Y.  Times  Co. 

ad  volume 
down  in  April 

The  new  YORK  Times  Co.  reported 
that  the  ad  volume  for  the  New 
York  Times  was  down  1.9%  in  April 
and  down  4.1%  for  the  four  months; 
the  Tlmesowned  Boston  Globe  was  up 
1.7%  in  April  and  down  1.2%  for  the 
four  months;  and  the  Times  Regional 
Newspaper  Group  was  down  .6%  in 
April  and  down  1.3%  for  the  four 
months. 


Whether  you're  a  retailer,  a 
national  manufacturer,  an  agency, 
or  a  PR  firm,  a  single  telephone  call 
or  fax  will  make  your  life  so  much 
easier.  Publicitas  Advertising 
Services  is  the  largest  specialized 
outsourcing  service  for  processing 
newspaper  ads. 

We  can  do  it  all:  Reservations. 
Insertion  orders.  Affidavits  of 
publications.  Tear  sheets.  Material 
shipping.  Invoice.  Collection. 
Everything. 

It’s  simple.  All  you  have  to  do  is 
make  that  one  telephone  call,  fax 
or  e-mail  today,  c/o  Publicitas. 

Let  us  do  the  rest. 


Publicitas  Advertising^Services.  Inc. 

The  outsource  service  that's  outstanding. 

Call  Bruce  D.  Budnik  at  203-978-7800  or  fax  203-327-7683.  e-mail:  passtamct@aol.com 
P.O.  Box  4905.  Stamford,  CT  06907  Offices  in  Dallas,  Chicago,  Miami  and  Los  Angeles. 
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ADVERTISING/PROMOTION 


BY  LAURA  REINA 


Consultant  Offers 


Marketing  Advice 


The  future  isnt 

going  the  way  news¬ 
papers  planned,  and  in 
order  to  successfully 
market  local  retail 
advertising,  change  is  in  order, 
according  to  Ken  Kubas,  president  of  Kubas 
Consultants  in  Toronto. 

“The  fumre  we  had  planned  five  years  ago,  10 
years  ago,  somehow  didn’t  materialize  now,  and  we 
have  to  deal  with  new  realities  in  the  marketplace,” 
Kubas  said  in  an  address  to  the  International 
Newspaper  Marketing  Association’s  annual  confer¬ 
ence  in  Banff,  Alberta. 

Kubas  told  the  audience  that  if  they  practice  at 
their  newspapers  what  he  discussed  during  his 
presentation,  they  could  expect  an  increase  of  10% 

or  more  on  ad 
linage  and  rev- 


Says  twivspapers 
must  make 
adjustments 


Out- 


We  think  of  it  as 

Smart- 

Sourdng! 


bail  and  caJl 
397-1221 


First,  newspa¬ 
pers  must  realize 
that  their  fran¬ 
chise  is  in  danger 
of  being  attacked 
by  lower-cost 
competitors. 

“What  we  have 
to  understand  in 
business  is  that 
the  rules  have 
changed  dramati¬ 
cally,  and  it’s  a  fact 
that  any  business 
that’s  considered 
to  be  a  high-mar- 
gin  business  is  in 
jeopardy,”  he  said. 

The  solution,  he 
said  is  to  replace 
high  margins  with 
volume,  lower 
cost  operations 
and  with  smarter 
maiketing. 

He  offered  the 
audience  three 
maiketing  axioms; 

1  Life  and 
death  in  market¬ 
ing  is  not  a  matter 
of  revenues,  but  of 


prospects.  If  a  paper  doesn’t  have 
any  prospects,  it  doesn’t  have 
much  of  a  fiimre,  so  it’s  important 
to  accept  the  idea  that  prospects 
are  boundless,  said  Kubas. 

2  Perceptions  are  reality.  “It’s 
your  customers’  perceptions  rather  than  your  per¬ 
ceptions  that  are  the  important  ones,”  said  Kubas. 
Therefore,  this  perceptual  gap  must  be  closed  in 
order  to  succeed  in  the  future. 

3  Give  customers  more  of  what  they  want.  In 
the  case  of  advertising  customers,  they  want 
results.  » 

1 

As  for  addressing  this  situation,  Kubas  offered 
the  audience  four  ways: 

1  Leverage  frequency.  Advertising  works 
through  a  combination  of  volume  and  exposure, 
the  size  and  the  frequency  of  the  ad.  Newspapers 
need  to  offer  frequency  packages  rather  than  pick 
up  rates.This  will  create  valuable  marketplaces  that 
didn’t  exist  before,  said  Kubas. 

2  Innovative  pricing  policies.  Newspapers  need 
to  introduce  total  dollar  volume  discounts,  mean¬ 
ingful  incentives  to  increase  spending,  visual 
impact  pricing,  and  modular  or  page-based  adver¬ 
tising  units,  he  explained. 

3  Reengineer  circulation  and  readership  prac¬ 
tices.  Newspapers  must  analyze  their  measures  of 
circulation  performance,  and  encourage  readers  to 
read  one  more  copy  per  week,  he  said.  Newspapers 
must  also  generate  more  readers  per  copy  and  con¬ 
centrate  on  distribution  opportunities. 

4  Challenge  conventional  wisdom.  It’s  important 
to  recognize  new  rules  of  the  business,  and  to  also 
beware  of  industry  consensus,  he  said. 


Times  Train 
Celebration 


The  TIMES  SQUARE  subway  shuttle  in  New  York 
City  became  the  New  York  Times  Square  Shuttle 


A  City  became  the  New  York  Times  Square  Shuttle 
recently. 

The  temporary  name  change  was  made  in  order 
to  honor  the  centennial  celebration  maridng  Adolph 
S.  Ochs’  purchase  of  the  newspaper. 

The  two-month  shuttle  promotion  will  include 
posters  and  car-length  panels  featuring  news  and 
milestones  from  the  Times  during  the  last  century. 
Clocks  in  the  two  stations  connected  by  the  shuttle 
will  feature  New  York  Times  Square  Shuttle  logos. 
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3  Great  Reasons 
To  Choose 
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NEWS  TECH 


BY  JIM  ROSENBERG 


Heidelberger  To 
Acquire  Sheridan 

Am  international  INC.  has  signed  a  to  Knight-Ridder’s  25,445-circulation  Centre  Dai, 
letter  of  intent  to  sell  its  Sheridan  Times,  State  College,  Pa. 

Systems  division,  based  in  Dayton,  Noting  that  the  agreement  to  buy  Sheridan  wi 
Ohio,  to  German  printing  equipment  negotiated  only  with  his  parent  company’s  senio 
manufacturer  Heidelberger  management  and  board  of  directors,  a  Heidelber 


Am  international  INC.  has  signed  a 
letter  of  intent  to  sell  its  Sheridan 
Systems  division,  based  in  Dayton, 

Ohio,  to  German  printing  equipment 
manufacturer  Heidelberger 
Druckmaschinen  AG  for  approximately  $56  million. 

A  saie  to  Heidelberger  had  been  rumored  for 
some  time,  but  as  recently  as  last  month,  a 
spokesman  for  the  U.S.  subsidiary,  Heidelberg 
Harris  Inc.,  while  allowing  that  anything  was  possi¬ 
ble  and  that  “it  would  make  sense,”  could  not  con¬ 
firm  a  pending  deal. 

_  If  completed,  the  sale  will 

join  —  for  a  fourth  time 
under  common  ownership 
—  two  long-standing  major 
equipment  suppliers  to  print¬ 
ers  and  publishers. 

Sheridan  Systems,  formerly 
AM  Graphics,  manufactures 
newspaper  mailroom  and 
commercial  bindery  equip¬ 
ment  at  plants  in  Bethlehem, 
Pa.,  and  Slough,  England. 
Originally  a  part  of  Harris 
Corp.,  that  company  divested 
its  printing  and  post-press 
equipment  businesses  in  a 
1983  leveraged  buyout  led  by 
veteran  Harris  executive 

James  E.  Pruitt.Three  years  later,  AM  bought  Pruitt’s 
Harris  Graphics  Corp.,  and  in  1988,  Heidelberger 
paid  AM  $300  million  for  the  press  manufacturing 
business  in  Dover,  N.H.That  acquisition  formed  its 
Heidelberg  Harris  subsidiary. 

In  recent  years,  AM’s  post-press  division  grew,  as 
it  acquired  assets  from  Prima  Systems  (mailroom 
control  and  management  software)  and  from  the 
U.S.  business  of  Sweden’s  Idab  Wamac  AB  (stackers, 
bottom  wrappers,  conveyors). 

Heidelberg  Harris  already  had  a  toehold  in  the 
market  for  mailroom  equipment.The  firm  sells  and 
services  counterstackers  tom  Rima  Enterprises, 
Huntington  Beach,  Calif.  Unlike  most  newspaper 
stackers,  the  Rima  models  are  designed  to  handle 
lightweight  products  of  few  pages.  Moimted  on 
casters  for  use  when  and  where  needed,  the  sys¬ 
tems  can  be  hooked  to  the  air  and  electric  feeds  of 
conventional  stackers.  Newspaper  company  instal¬ 
lations  range  the  half-dozen  used  for  commercial 
products  in  the  Nocross  plant  of  the  Atlanta 
Journal  and  Constitution  to  the  more  recent  sale 


Cnn'inan  company 
that  paid  5300 
million  for  AV/'s 
Harris  press 
manufacturing 
business  eight 
years  ago  will 
pay  S56, million 
for  is  post-press 
equipment 
division 


to  Knight-Ridder’s  25,445-circulation  Centre  Daily 
Times,  State  College,  Pa. 

Noting  that  the  agreement  to  buy  Sheridan  was 
negotiated  only  with  his  parent  company’s  senior 
management  and  board  of  directors,  a  Heidelberg 
Harris  spokesman  said  “we’re  not  really  sure”  if 
Sheridan  will  become  part  of  Heidelberg  Harris  or 
will  be  organized  as  a  separate  unit. 

Also  not  yet  known,  but  “definitely  something 
we’ve  been  thinking  about,”  he  added,  is  whether 
Heidelberg’s  sales  and  service  of  Rima  stackers  will 
be  transferred  to  the  Sheridan  operation. 

“We  didn’t  play  much  of  a  role”  in  the  deal  for 
Sheridan,  he  said,  “so  I  really  can’t  tell  you  how  it’s 
going  to  affect  our  relationship  with  Rima.” 

The  agreement  to  sell  Sheridan  follows  AM’s 
bankruptcy  reorganizations  in  1981  and  1993,  rigor¬ 
ous  downsizing,  sales  of  subsidiaries  in  Europe  last 
year  and  early  this  year,  relocation  to  more  modest 
quarters  in  Rosemont,  Ill.,  after  sale  of  its  headquar¬ 
ters  and  flagship  factory  in  nearby  Mt.  Prospect, 
and  the  disclosure  in  early  spring  that  it  had  asked 
financial  adviser  Bear,  Stems  &  Co.  to  study  financial 
and  strategic  alternatives,  including  sale  of  remain¬ 
ing  subsidiaries  or  the  entire  company. 

In  January,  Ulrik  T.  Nygaard  was  named  an  AM 
International  vice  president  and  Sheridan  Systems 
division  president,  succeeding  Richard  J.  Bonnie, 
who  retired.  A  Dane  with  25  years’  experience  in 
the  graphics  industry,  including  international  opera¬ 
tions,  Nygaard  joined  AM  Graphics  in  1985  as 
export  sales  manager.  He  eventually  moved  up  to 
vice  president  and  general  manager  of  the  U.K. 
company  AM  International  Graphics  Ltd. 

In  an  April  16  filing  with  the  Securities  and 
Exchange  Commission,  AM  said  it  was  negotiating 
to  loosen  some  restrictions  on  the  revolving  credit 
agreement  that  ties  spending  to  income  goals.  It 
said  “current  projections  indicate  that  the  company 
may  not  meet  future  income-related  restrictive 
financial  covenants.” 

Since  announcing  the  tentative  agreement  with 
Heidelberger,  AM  said  its  cash  and  revolving  credit 
will  not  sustain  it  through  the  next  12  months 
without  proceeds  tom  the  division’s  sale,  a  new 
revolving  credit  facility  or  some  other  transaction 
that  increases  its  woridng  capital. 

For  the  nine  months  ended  April  30,  AM  posted 
a  net  loss  of  $1 1.2  million.  It  had  net  income  of 
$700,000  in  the  same  period  a  year  earlier.  AM 
said  cost  of  prior  divestitures  and  weak  demand 
for  Sheridan  products  hurt  third-quarter  revenues. 
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news 


Front  pages  to  web  pages. 
Video  to  virtual.  The  world's 
media  count  on  one  source. 
Reuters.  1 50  years  of  ex¬ 
cellence  in  journalism  com¬ 
bined  with  the  latest  in 
technology. 

Whether  you  need  text, 
photos,  video  or  financial 
data  for  your  hometown 
■paper  or  your  new  hotne 
page, ,  go  with  the  leader. 
Go  with  Reuters.  . 


call  1-800-24  6  - 12  9 1 


internet  address:  www.online.reuters.com 
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Cowles  Publishing 
modernizes 
newsprint  mill 

INLAND  EMPIRE  PAPER  Co., owned  by 
Cowles  Publishing,  is  spending  $102 
million  to  upgrade  and  expand  its  one 
newsprint  mill,  in  Millwood, Wash. 

The  new  mill  will  add  15  jobs  and  the 
project  will  inject  $37  million  into  the 
local  economy,  according  to  a  report  by 
Eric  Torbenson  in  the  Cowles-owned 
Spokane  Spokesman-Review,  which 
buys  16%  of  the  mill’s  paper. 

The  three-year  project  will  construct  a 
new  building,  install  new,  chemi-thermo- 
mechanical  pulping  equipment  and  erect 
a  new  paper  machine  that  will  double 
the  capacity  of  what  Inland  Empire  vice 
president  and  general  manager  Wayne 
Andresen  said  is  the  country’s  smallest 
maker  of  newsprint. 

The  modernized  mill  will  use  pulp 
from  fast-growing  poplar  trees  and  pine 


chips,  recycle  an  extra  60  tons  of  recov¬ 
ered  paper  daily  and  trap  steam  heat  to 
dry  the  paper. 

According  to  a  report  in  Pulp  &  Paper, 
the  mill  now  produces  92,000  metric 
tons  per  year,  of  which  about  70,000  tons 
are  newsprint.  It  said  the  added  rec\'cling 
represents  a  50%  increase  in  deinking 
capability. 

Andresen  told  the  Spokesman-Review 
that  while  newspapers  have  reduced 
newsprint  consumption  in  the  lace  of 
higher  prices  over  the  past  two  years,  ad 
inserts  have  been  using  up  to  10% 
newsprint  f)er  year. 

The  mill’s  improvements,  he  said,  will 
yield  the  quality  sheet  in  demand  by 
insert  advertisers. 

The  project  is  in  the  construction  and 
environmental  permitting  phase,  and 
P&P  reported  that  the  company,  which 
has  been  producing  newsprint  for  82 
years,“anticipates  some  difficulty  in  gain¬ 
ing  local  support ...  for  the  expansion 
since  the  mill  is  circled  by  homes  and  is 
close  to  a  river.” 


Recycled  fiber 
use  exceeds 
goal  in  Ohio 

The  recycled  fiber  content  of 
Ohio  Newspaper  Association  mem¬ 
ber  newspapers  dropped  during  1995 
—  but  substantially  exceeded  the  goal  of 
their  voluntary  agreement  with  the  state 
of  Ohio. 

ONA’s  annual  survey  showed  that  the 
papers’  aggregate  recycled  fiber  percent¬ 
age  for  1995  was  26%,  a  decrease  from 
the  30.3%  reported  in  1994. 

Nevertheless,  that  recycled  fiber  use 
exceeds  even  the  23%  goal  set  for  1996 
in  the  1992  Voluntary  Newsprint  Recy¬ 
cling  Agreement  between  ONA  and  the 
state  government. 

“The  slight  decrease  in  recycled  fiber 
is  due  to  market  conditions  in  the  past 
12  to  16  months.  A  series  of  price 
increases  and  the  fact  that  most 
newsprint  mills  are  running  at  full  capac- 
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ity  have  caused  supply  problems,”  said 
John  Lampson,  who  is  the  publisher  of 
the  weekly  Jefferson  Gazette  and  chair¬ 
man  of  the  State  Newsprint  Recycling 
Task  Force. 

Lampson  and  ONA  executive  director 
Frank  Deaner  noted  that  between  1994 
and  1995  total  newsprint  consumption 
went  down  among  surveyed  newspa¬ 
pers,  largely  because  of  newsprint  mar¬ 
ket  conditions. 

ONA’s  1995  survey  showed  that  177 
member  newspapers  consumed  330,388 
metric  tons  of  newsprint.  Of  that 
amount,  312,168  metric  tons,  or  94%  of 
total  consumption,  contained  some  recy¬ 
cled  fiber. 

Some  85,929  metric  tons,  or  26%  of 
the  total,  was  made  entirely  from  recy¬ 
cled  fiber. 

The  Ohio  agreement  sets  escalating 
goals  for  recycled  newsprint  use  over  a 
seven-year  period  ending  in  the  year 
2000.  For  1996,  the  goal  is  23%.That  will 
increase  in  1S)98  to  31%  and  to  40%  in 
2000. 


Fuji,  Polychrome 
add  to  film 
manufacturing 

TWO  MANUFACTURERS  OF  films  and 
printing  plates  recently  began  worit 
on  projects  that  will  expand  their  pro¬ 
duction  of  film  for  imagesetters. 

The  Graphic  Systems  Division  of  Fuji 
Photo  Film  U.S.A.  is  building  a  100,000- 
square-foot  facility  primarily  to  manufac¬ 
ture  imagesetting  films  at  its  existing 
complex  in  Greenwood,  S.C.,  where  it 
continues  to  makes  presensitized  print¬ 
ing  plates.  Expected  to  be  up  and  run¬ 
ning  next  April,  the  new  plant  will 
employ  about  70  people  and  cost  Fuji 
approximately  $24  million. 

Another  $20  million  is  being  spent  on 
construction  of  a  distribution  center  for 
all  products  made  at  the  complex. 

Polychrome  Corp.  broke  ground  last 
month  for  a  million-dollar  finishing  facil¬ 
ity  with  the  latest  equipment  that  will 


“significantly  increase”  capacity  at  its 
Clark,  N.J.,  graphic  arts  film  manufactur¬ 
ing  plant. 

Expecting  capacity  of  the  new  finish¬ 
ing  operation  to  be  consumed  early  next 
year,  the  company  said  it  is  reviewing 
plans  for  further  production  capacity 
increases  at  its  plants  in  New  Jersey  and 
Soest,  Holland. 

Downtime  at 
two  Stone  mills 

CONTINUING  INDUSTRY  EFFORTS 
to  bring  supplies  in  line  with 
diminished  demand,  Stone-Consoli¬ 
dated  Corp.  said  it  will  cut  newsprint 
production  by  39,000  metric  tons  by 
shutting  down  mills  for  four  weeks  in 
Kenora,  Ontario,  and  West  Tacoma, 
Wash. 

This  and  the  company’s  earlier  down¬ 
time  add  up  to  more  than  7%  of  its 
aimual  capacity,  according  to  a  Wall 
Street  Journal  report. 
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on  a  test.  1  don’t  do  dtu^s 


From  the  publishers  of  Parade  comes  react, 
the  interactive  magazine  that  relates  to, 

“  responds  to,  and  involves  teenagers. 

•'  That’s  why  everything  in  it  gets  a  reaction. 

To  include  react  in  your  newspaper,  contact 
Fred  Johnson  at  papers@react.com  or  212^450-7^21. 

react.  From  their  heads  to  our  pages. 
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Mailroom 

Continued  from  page  23 

each  newspaper  through  a  GMA  system 
—  allows  the  Tacoma,  Wash.,  News  Tri¬ 
bune  to  bill  insert  advertisers  only  for 
products  actually  inserted,  Jones  said. 

In  more  traditional  categories,  a  num¬ 
ber  of  new  strappers,  stackers  and  three- 
quarter  wrappers  debuted  at  Nexpo. 

One  of  the  more  innovative  was  Total 
Mailroom  Support  Inc.’s  Compass  counter¬ 
stacker,  designed  so  bundles  can  be  routed 
to  exit  in  four  directions.  The  feature 
gives  mailroom  managers  the  flexibility 
to  change  production  flow  without  mov¬ 
ing  a  lot  of  equipment.  The  design  saves 
floor  space  and  includes  movable  controls. 

TMSI  President  Michael  McGeady 
called  it  “the  most  exciting  breakthrough 
in  stacker  technology  in  20  years.” 

The  company,  based  in  Brook  Park, 
Ohio,  and  formed  by  employees  left  job¬ 
less  when  Hall  Systems  closed  in  1S>94, 
says  the  speed  of  72  single-batch  sacks  a 
minute  is  the  fastest  available  anywhere. 
The  company’s  first  new  product,  the 
stacker  sells  for  $49,000. 

While  a  prototype  was  demonstrated, 
the  machine  won’t  be  available  until 
August.  Executives  said  a  sale  was  in  the 


offing  for  two  units,  however. 

Sterling  Packaging  Systems  of  West- 
lake,  Ohio,  showed  its  new  MR-50  strap¬ 
per,  rated  to  tie  42  bundles  a  minute  in 
actual  operations.  New  features  include 
an  optional  two  coils  for  fewer  changes, 
a  mechanism  for  fast  reel  changes  and 
touch  screen  diagnostics. 

Power  Strap  of  Hodgkins,  Ill.,  intro¬ 
duced  its  NT-30  strapper,  rated  at  30  bun¬ 
dles  a  minute,  which  includes  a  high-res- 
olution  inkjet  printer,  all  for  $35,000. 

Meanwhile,  several  commercial  stack¬ 
ers  have  been  adapted  to  mimic  newspa¬ 
per  stackers  —  the  theory  being  that 
newspapers  can  unplug  their  regular 
stackers  and  roll  the  commercial  stackers 
into  place  when  they  print  smaller  com¬ 
mercial  jobs. 

The  84-inch-high  infeed  on  the  Gam- 
merler  compensating  stacker  has  already 
attracted  10  buyers.  Specially  designed  to 
cash  in  on  increasing  commercial  print¬ 
ing  at  newspaper  plants,  the  machine 
sells  for  $73,000.  The  German  company 
builds  them  in  Illinois. 

Heidelberg  Harris  has  adapted  the 
American-made  Rima  commercial 
stacker  as  a  newspaper  machine,  desig¬ 
nated  RS-25S-OH.  Heidelberg  says  the 
unit  rolls  into  place,  cuts  staffing  because 


it  produces  neater  stacks,  and  makes  the  | 
product  easier  to  see  and  adjust  for.  j 

In  other  developments,  NCS  said  it  has  I 
wound  down  its  agreement  for  Sheridan 
Systems  to  market  the  NCS  PC-based 
inserter  control  and  totalizing  software. 

NCS,  a  software  development  firm  in 
Landing,  N.J.,  said  it  would  sell  instead 
through  Postpress  Equipment  Co., 
Savannah,  Ga.,  with  a  remanufacturing 
plant  in  New  Jersey.  Prepress,  which  sells 
rebuilt  insterters  and  stackers,  will  mar¬ 
ket  NCS  software  through  such  compa¬ 
nies  as  Valley  Remanufacturing  and  AM 
Graphics. 

Fred  Fazzio,  a  founder  and  president  of 
NCS  and  part  owner  of  Prepress,  j 
announced  a  major  contract  to  integrate  | 
the  NCS  inserter  control  system  into  the  I 
production  management  system  at  the  ! 

New  York  Times'  Edison,  N.J.,  plant,  i 

which  will  run  eight  Sheridan  1472  ! 

inserters.  He  said  upgrading  old  inserters 
with  new  controls  is  key  to  the  new 
company’s  strategy. 

Edge  Ergonomics  exhibited  EZ-Loader, 
an  air-<iperated  table  that  lowers  pallets 
of  inserts  automatically  as  the  load  light¬ 
ens  in  order  to  reduce  worker  injury. 

Over  50  of  the  2,100  tables  have  been 
sold  to  newspapers.  Edge’s  Kevin  Nelson 
said.  Some  employers  want  to  help 
employees,  and  others  have  been 
ordered  by  their  woriters’  compensation 
insurance  carriers  to  raise  pallets  off  the 
ground  in  order  to  reduce  claims,  he  said. 

Cannon  Equipment,  which  last  year 
showed  a  second-generation  cart  loader, 
this  year  announced  sales  to  the  Mil¬ 
waukee  Journal  ,Vewfwe/,  which  plans  to 
buy  eight  loaders  and  1,600  carts  as  it 
converts  from  manual  loading.  Produc¬ 
tion  director  Ken  Kieck  said  the  system 
reduces  staffing  by  75%  in  loading  bundles. 

Bushman  Co.  introduced  a  new  con¬ 
veyor-based  bundle  sorting  system, 
UniSort  10,  which  is  twice  as  fast  as  its 
previous  system.  Bushman,  based  in 
Cincinnati  and  active  in  other  industries, 
said  it  is  seeking  a  partner  to  maricet  its 
products  to  newspapers. 

Sitma,  the  Italian  maker  of  poly  wrap¬ 
ping  and  onserting  equipment,  demon¬ 
strated  a  new  hopper,  designed  for  news¬ 
papers,  functioning  on  an  onserter  that 
collected  main  news  sections  with 
comics  insert  packages,  wrapped  them 
in  poly  bags  cut  from  a  roll,  stacked 
them,  tied  them  and  palletized  them,  all 
online  at  10,000  an  hour. 

In  use  at  the  Washington  Post  for  Sun¬ 
day  insert  packages,  similar  systems  are 
widely  used  for  TMC  and  shopper  pack¬ 
aging,  said  Raquel  Jensen,  marketing 
manager,  who  predicted  more  newspa¬ 
pers  would  move  to  poly  bagging. 


Introducing  the  DGM-430  Built 
exclusively  by  Dauphin  Graphic 
Machines,  Inc.  -  the  single  width 
specialists.  Stand  alone  or  stacked 
four  high  with  a  rated  speed  of 
30,000  impressions  per  hour. 

It’s  about  time. 


Dauphin  Graphic  Machines,  Inc. 

P.O.  Box  573,  Elizabethville,  PA  17023 
800-346-61 19  FAX  800-648-0213 


For  Years,  Our 
Customers  Said 
We  Ought  To  Build 
One  Of  These 
Ourselves. 


Also  Available: 

field  Service  •  Parts 
Emergency  24  Hour  Service 
Di.strihutor  for  fintxir  Pnes-s  Drives 
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Sorry... 

you  can't 
fingerpain 


No  ink  rub-off  is  just  one  of  the  many 
advantages  of  newspaper  flexo  printing. 

With  10.000.000  daily  and  12.000.000  Sunday  papers  printed 
on  FLEXO  many  publishers  already  know  about 
the  advantages  of  FLEXO  printing. 

Shouldn't  you? 

✓High  Quality  Color  ✓low  Paper  waste 
✓consistent  Quality 
✓Reduced  Production  Costs 
✓Environmentally  Friendly,  no  voc  Emissions 


Abitibi  Price  Newsprint  •  BEK  Systems  •  GOSS  •  Heritage  Inks 

KBA  Motter  •  MAN  Roland  ^j^g  u^sineSS 

NAPP  Systems  gyppo^  printing  with... 

Pamarco/Dauphin  Graphics 

PolyfibronTechnologies/Letterflex  Systems 
Praxair  Surface  Technologies 
Precision  Pressroom  Products 
Western  Lithotech 
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Innovation 


BY  GEORGE  GARNEAU 

AP  Archive 
Set  To  Fly 

^^*"'|Kf05^OCiATED  PRESS, a  pio-  Plnflll'O  lihrorx/  from  the  $75  now  charged  for 

f  ffieer  ii  telegraphy  and  photo  riLLUl  C  I lUI  al  y  making  prints  from  negatives, 

*ft^nsniis5ion,  is  on  the  verge  i  CpamhpH  PPH  according  to  Hal  BueU,  assist- 

opening  its  rich  photo  Uall  UC  oCul  Ul ICU  allU  ant  to  the  president. 

®  hrary  for  members  to  search  r\htn  f /^  <->  rir\  \Mr\lr\n  rirt  rl  More  important,  users  can  do 

Knd  electronically  download  fJilULUo  UUVVillUuUUU  the  searching  themselves  and 

.^Tt.-igcs  over  phone  lines.  ■  ■  ,  can  receive  a  picture  file  in  five 

In  a  breakfast  meeting  at  IH  niinUIcS  to  seven  minutes.  Now, it  takes 

this  year’s  Nexpo  conference  about  36  hours  just  to  make  a 

and  exposition  in  Las  Vegas,  print,  not  counting  delivery, 

executives  said  the  news  service’s  archive,  already  AP  owns  20  million  to  30  million  historical 
used  in-house  at  AP  headquarters  in  New  York,  is  images,  which  are  being  scanned  and  digitized  at 
being  tested  by  three  newspapers.  Plans  call  for  test-  the  rate  of  150  a  day.  Of  the  800  or  so  pictures  Pho- 
ing  to  expand  before  the  service  opens  to  all  mem-  toStream  moves  daily,  all  will  be  saved  for  eight 
bers  and  commercial  users  by  year’s  end.  months,  and  about  200  will  survive  in  the  archive. 

The  new  searching  and  retrieval  technology.  New  images  can  be  accessed  for  free  for  two  weeks, 
using  software  from  Personal  Library  Services  and  as  they  are  now. 

Netscape,  will  cut  the  cost  of  archival  photos  in  half,  (See  AP  on  page  54) 
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-12633  Industrial  Drive  1  ’ 

Granger,  IN  46530 

Tel:  (21 9)  272-9950,  (800)  348-5070  t 

Fax^  (21 9)  277-6566  _ 

'  Internet;  http://www.k-f.com‘ 
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Better 

By  ! 
Design 


YouVe  not  Just  buyir^  blantofl. 


Here’s  what  you  get 
when  you  choose  a 
Polycell  No-Pack  blanket: 

Proven  products. 

We  offer  three  No-Pack 
choices..  Your  Nensco 
salesman  can  help  you 
choose  the  right  blanket 
for  your  pressroom. 

More  newspaper 
experience. 

We  have  over  30  years  of 
K&D  and  manufacturing 
experience.  We  know  the 
business  well,  but  our  goal  of 
1 00%  customer  satisfaction 
keeps  us  striving  to  improve. 

WeVe  got  the 
number  one  team. 

Polyfibron.  the  leading 
newspaper  blanket 
.  manufacturer.  Nensco,  the 
ing  newspaper  supplies 
jtor.  Working  in 
partnership  for  you.  Hfl 


The  bottom  line. 

Controlling  press  room 
expenses  is  critical.  Polyfibron 
blankets  are  the  number  one 
choice  because  they  work  — 
longer,  more 
consistently  —  so 


you  save  money. 


If  one  of  the 
Polycell-NP  family 
of  blankets  is  on 
your  press,  we 
thank  you.  You  have  our.llii  "-H'  li  ' 
compiete  attention. 


If  you  use  a  competitive 
product,  try  us.  We  think 
you  will  agree  with  the 
majority  of  newspapers. 
We  give  you  more  than  ^ 
just  a  blanket. 


BnsnVed  by  MShsco  ; 

j^.  Millbury.  MA  0 1 527-9^^6 

<800)  347-7377 


Technologies 


Polyfibron 


BY  M.L.  STEIN 


Q I  Says  Media 
Victimized  Him 


'AS  OJ.  Simpson’s  lawyer,  Robert  Shapiro, 
attering  the  media  for  their  trial  coverage  in  a 
cenLJa)s  Angeles  speech.  Then  lead  prosecution 
Marcia  Clark,  in  a  New  York  City  appear- 
ce,  whacked  the  press  for  the  way  it  has  covered 
ler,  especially  her  changing  hairstyles. 

Now,  Simpson  himself  has  stepped  forward  in  a 
surprise  address  at  a  Los  Angeles  suburban  college 
to  accuse  the  media  of  “victimizing”  him  and  putting 
down  black  athletes  and  black  jurors. 

A  Los  Angeles  Times  story  quoted  him  as  com¬ 
plaining  of  racism  in  media  coverage  of  his  case  and 
attacking  the  press  and  broad¬ 
casters  for  “shading”  stories. 

Reporters,  he  said,  “never 
let  the  facts  get  in  the  way  of 
a  good  story.” 

The  speech  was  a  surprise 
because  he  was  not  the 
scheduled  speaker  at  El 
Camino  Community  College 
in  Torrance. 

In  fact,  said  the  college’s  public  relations  director 
Mary  Ann  Keating,  very  few  people  on  campus 
knew  he  was  coming. 

Keating  told  E&P  the  Muslim  Student  Association 


Makes  charges 
in  unannounced 
appearance  at 
college  event 


had  invited  a  Muslim  teacher,  Shaykh  Hisham  Kab- 
bani,  as  its  speaker  at  a  seminar  on  the  media. 

“We  didn’t  know  Simpson  was  coming  until  his 
limousine  pulled  up  at  the  last  minute,”  said  Keating. 
However,  fliers  announcing  his  apjjearance  had 
been  plastered  around  the  campus  that  afternoon. 

“We  got  had.  The  students  got  had,”  she  added. 
“O.J.  had  not  been  invited.” 

Keating  said  onl)'  “300  people  tops”  showed  up 
for  Simpson’s  speech  in  a  2,000-seat  auditorium. 

“About  half  were  media,”  she  added. 

Still,  Simpson  got  a  rousing  ovation,  according  to 
news  reports,  with  some  students  chanting,  “O.J! 
O.J.!”  or  shouting  his  nickname, “Juice.” 

Kabbani,  Keating  said,  initially  asked  that  no  press 
be  admitted  to  the  symposium,  a  request  that  was 
refused.  “I  told  him  that  this  was  a  public  speech  at 
a  public  college  and  that  Simpson,  the  students  and 
the  press  all  had  the  same  First  Amendment  rights,” 
recalled  Keating,  a  former  Times  reporter. 

“I  think  the  press  was  expecting  to  fight  it  out 
with  us  and  seemed  taken  aback  when  they  didn’t 
have  to,”  Keating  said  with  a  laugh. 

Simpson’s  remarks  dwelt  more  on  TV  than  the 
print  media,  but  he  described  himself  as  the  victim 
of  a  bad  press. 


Write,  call  or  fax  this  ad  to  get  your  free  copies  of  our  latest 
NEW  CATALOGS  loaded  with  state  of  the  art  equipment, 
pressroom  tools,  &  products  &  service. 


offers  a  state  of  the  art  one-stop  service  of  equipment,  press  room  tools 
&  products  &  services  that  is  second  to  none.  For  more  information  call 


603-293-471 5  or  fax  603-293-2855 


Graphic  Enterprises-  A  Division  of  AF)  Enterprises  P.O.  Box  5507  Weirs  Beach,  NH  03247-5507 


“I  feel  I  have  been  victim¬ 
ized,”  he  said. 

The  former  athlete  and 
sports  announcer  also  con¬ 
demned  the  media  for  alleg¬ 
edly  assuming  in  their  reports 
that  black  jurors  could  not 
understand  the  DNA  testi¬ 
mony. 

And  he  said  he  resented  a 
media  suggestion  that  he  had 
been  “coached”  in  the  course 
of  the  case  with  the  implica¬ 
tion  that  a  black  athlete  was 
not  articulate  enough  to 
speak  for  himself. 

Following  his  speech,  he 
signed  autographs  and 
slapped  hands  with  admiring 
students. 

Not  admiring,  recounted 
Keating,  were  dozens  of  irate 
callers  who  protested  Simp¬ 
son’s  appearance  at  the  college. 
“The  calls  were  in  the  order  of 
‘how  could  you  let  a  murderer 
on  campus?’”  she  said. 
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INDUSTRIAL  CONTROL 

EAE  EV/ERT  America  Electronics,  Ltd. 

869  Pickens  Industrial  Drive  NE,  Suite  12,  Marietta,  Georgia  30062 
phone:  001770/4  210  774,  fax:  001  770/4  210  731  ^ 
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BY  JODI  B.  COHEN 


Newspapers: 
The  Next  MTV? 


Media,  both  major  satellite  ven¬ 
dors,  as  an  automatic  part  of 
their  service.” 

Part  of  the  reason  the  ser¬ 
vice  has  been  so  successful, 
said  Parker,  is  that  it’s  easy  for 
the  newspapers,  and  from  a 
marketing  standpoint,  a  big  net¬ 
work  of  newspapers  is  attrac¬ 
tive  to  national  advertisers. 

For  the  audiotex  service, 

MPN  offers  a  three-minute 
music  preview,  which  includes 
1 5  to  20  seconds  of  informa¬ 
tion  about  the  album  and  sam¬ 
ples  of  five  songs  in  10  differ¬ 
ent  categories,  which  include 
Hip  Hop/Rap,  Classical, 

Country  and  Rock. 

“What  we  are  trying  to  do 
is  make  sure  we  reinforce 
who  the  artist  is,”  he  said. 

“The  newspaper  is  providing 
a  free  local  call  so  it’s  easy  to 
get  to  the  music.” 

What  makes  the  newspa- 

j)er  the  next  MTV  is  the  audiotex  and  Internet  com¬ 
bination.  What  MPN  does  is  customize  the  page  to 
look  like  the  newspaper.  For  instance,  on  the  Los 
Angeles  Times  Web  site  (http://www.latimes.com), 
if  the  reader  clicks  on  Entertainment  and 
clicks  on  the  Jukebox,  the  page  looks  like 
the  Times,  but  the  reader  is  actually 
switched  into  MPN’s  server. 

^  “The  newspaper  provides  the  graph- 
ics  and  we  do  things  like  add  contests 
\  to  win  CDs,”  he  said.  “No  matter  where 
you  came  into  the  newspaper  site 
from,  you  are  eligible  to  enter  the  con¬ 
test  on  that  site.” 

I  MPN  has  12  Internet  designers, 

\  most  of  which  are  contractors. 

^  According  to  Parker,  MPN  is  well 
^  aware  there  are  many  different 
'  computers  and  modem  speeds 
ja  being  used  nationwide,  so  the 
company  offers  three  ways  to 
hear  the  music:  .wav  files,  MPEG 
and  RealAudio  2.0. 

Music  “We  have  found  that  40  percent  use  .wav  files. 
Previews  Network  40  percent  Real  Audio  and  20  percent  use  MPEG,” 
home  page  he  said.  “The  applets  are  available  on  the  site  for 


U'^ir  BEUEVETHE  newspaper 

/  industry  is  positioned  to 
j  be  the  next  MTY’  said 
Wayne  Parker,  president, 

▼  ▼  Music  Previews  Network. 

“The  way  you  do  that  is  with  a  great  music  service 
that  is  available  via  audiotex  and  the  Internet.” 

“I  want  my  MPN!”  is  what  newspaper  publishers 
and  listeners  around  the  country  are  saying.  Music- 
Previews  Network  (MPN)  is  owned  by  Atlanta- 
based  MultiPreviews,  LLC,  and  is  the  hottest  new 
audiotex  service  for  newspapers.  MPN  now  has 

500,000  listeners  per  month, 
and  counting. 

“Most  newspapers  don’t 
have  the  time  and  resources 
to  develop  a  really  complete 
music  service,  so  that  is  how 
we  are  trying  to  help  them,” 
said  Parker. 

It’s  so  successful,  it  is 

already  in  42  markets,  including  the  Raleigh,  N.C., 
News  &  Observer,  Chicago  Sun-Times,  Ottawa 
Citizen  and  Newsday  —  to  name  a  few.  MPN  is 
also  on  seven  Internet  sites,  including  the  Charlotte 
(N.C.)  Observer  and  the  Los  Angeles  Times. 

Parker  would  like  to  be  in  100  markets  and  on 
30  Web  sites  by  the  end  of  the  year. 

“Our  service  is  on  a  revenue  sharing  basis  so 
there  is  no  upfront  cost  to  them,  which  newspa¬ 
pers  like,”  he  said.  “And  our  audiotex  service  is 
available  through  Brite  Voice 
Systems  and  Tribune  ^  " 


"If  newspapers  don't  grab  the 
brass  ring,  someone  else  will. 
We  are  on  the  verge  of 
exploring  our  possibilities 
in  this  arena  and  there  are 
some  we  haven't  even 
thought  of  yet." 

—  Wayne  Parker,  president. 
Music  Previews  Network 


yr.nr.er.^ 
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downloading,  or  there  is  a  link  to  the 
site  where  they  can  be  downloaded” 

Video  is  also  being  discussed. 

Although  MPN  does  not  feature  that 
yet,  Parker  says,  “that’s  coming. . . .  Then 
it  will  really  be  like  MTV” 

In  the  meantime,  according  to  Parker, 
most  of  his  clients  have  taken  the  audio- 
tex/Intemet  package,  which  enables  the 
newspaper  to  bundle  the  service  as  a 
package  to  sell  to  local  music  retailers. 

MPN  is  producing  a  new  preview 
every  day;  many  are  received  in  advance 
from  the  major  record  companies  that 
work  with  MPN. 

Online,  there  are  about  7080  audio 
clips  at  any  given  time  over  the  10  cate¬ 
gories.  Selections  are  updated  every 
week. 

On  the  audiotex  service,  the  previews 
are  updated  every  Thursday  night  via 
satellite,  which  allows  for  40  clips  a 
month,  10  new  ones  each  week.  How¬ 
ever,  on  the  Internet,  previews  can  be 
archived,  so  readers  can  actually  get  to 
hundreds  of  audio  clips  at  a  time.  Parker 
said  MPN  gives  about  eight  to  10  pre¬ 
views  per  category. 

MPN  has  also  taken  care  of  all  the 
licensing,  so  the  newspaper  does  not 
have  to  worry  about  licensing  fees  or 
any  extra  costs  related  to  the  complex 
and  time-consuming  process  of  licens¬ 
ing  music. 

It  can  be  said  Parker’s  competition  is 
MCI’s  offering,  1-800-MUSIC-NOW, 
another  music  sampling  service.  How¬ 
ever,  MCI  used  to  let  listeners  preview 
music  before  giving  their  credit  card 
number.  Now,  callers  must  set  up  an 
account  first,  which  requires  giving  a 
credit  card  number  before  any  music 
can  be  heard. 

“This  puts  newspapers  in  an  even 
stronger  position,”  he  said. 

“Newspapers  are  really  well  posi¬ 
tioned  to  provide  a  music  service  that  is 
much  better  than  MTV  ever  thought  of 
being.” 

He  said  most  newspapers  already 
have  an  existing  audiotex  infrastructure 
and  have  terrific  content  for  a  Web  site. 
They  also  have  excellent  promotional 
ability. 

So,  it  puts  the  newspaper  in  a  strong 
position  to  attract  the  Gen-X  readers 
and  the  nontraditional  audience  back 
into  the  newspaper. 

“Music  is  a  great  way  for  a  newspa¬ 
per  to  try  and  capture  that  audience 
through  new  media,”  he  said. 

MPN  has  plans  to  add  music  news 


and  other  features,  such  as  video  on  the 
Internet,  Billboard  charts  and  more,  but 
he  is  careful  not  to  lose  ftxxis  of  the  music. 

He  cautioned  newspapers  to  act  fast 
because  companies  are  increasing  their 
RPM’s  on  the  information  superhigh¬ 
way,  and  he  doesn’t  want  newspapers 
to  lose  their  strong  current  position. 

“If  newspapers  don’t  grab  the  brass 
ring,  someone  else  will,”  he  said.  “We  are 
on  the  verge  of  exploring  our  possibili¬ 
ties  in  this  arena  and  there  are  some  we 
haven’t  even  thought  of  yet.” 


WSJ  online 
edition  debuts 

The  W\LL  street  journal  Inter¬ 
active  Edition  recently  debuted  on 
the  Web  at  http://www.wsj.com/,  and  in 
the  first  week  of  availability,  expected 
registrations  tripled. 

The  Interactive  Edition  has  a  dedicat¬ 
ed  24-hour  staff  comprised  of  30  editors 
and  other  newsroom  professionals  in  the 


Wall  Street  Journal  newsroom.  Due  to 
the  heavy  demand,  some  readers  found 
accessing  the  Interactive  Edition  was  dif¬ 
ficult,  so  new  server  hardware  has  been 
added. 

The  site  features  nonstop,  breaking 
coverage  of  news  from  more  than  1,000 
Dow  Jones  reporters  worldwide,  as  well 
as  enhancements  on  stories  with  in- 
depth  information  and  supporting  docu¬ 
ments. 

The  site  also  features  Company 
Briefing  Books,  which  deliver  compre¬ 
hensive  graphical  reports  on  more  than 
9,000  public  companies  around  the 
world. 

There  is  a  searchable  14-day  full-text 
archive  of  the  Journal,  which  will  be 
expanded  by  the  end  of  the  year  to 
include  access  to  Dow  Jones  News/ 
Retrieval,  one  of  the  world’s  largest 
online  sources  of  business  information. 

Readers  who  registered  before  May  31 
were  given  free  access  through  July  31- 
Regular  subscription  rates  are  $49  annu¬ 
ally.  Subscribers  to  the  print  edition  pay 
only  $29  annually. 


li 
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TAKING  THE  PAST 


At  NEXP096,  Stauffer  Media  Systems  announced  Voyager,  with 
the  power  of  a  data  base  and  HTML  formatting  to  preserve  text, 
photos,  graphics,  even  full-page  images  in  an  affordable  elec¬ 
tronic  archive.  This  Fall,  Voyager  will  be  ready  to  launch  your 
newspaper  into  the  age  of  consumer  electronic  information. 


STAUFFER 

«MEDIA  SYSTEMSL^ 


For  more  information,  contact  Keith  Wood, 
sales  manager,  at  1-800-777-7171 
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gallons  of  water  and  can  be  equipped 
with  an  “ultra-filter”  and  automatic 
replenishment  tank. 

Western  Litho  is  using  another  manu¬ 
facturer’s  plate  processor,  but  Powers 
said  his  company  is  developing  its  own 
because  the  one  shown  at  Nexpo,  for 
commercial  printers,  wouldn’t  stand  up 
to  use  at  a  major  metro  daily. 

Western  litho  also  showed  Diamond- 
Proof-Dl  digital  dye  sublimation  color 
proofing,  able  to  print  up  to  24"  x  200". 

One  day  before  Information  Interna¬ 
tional  and  Autologic  announced  their 
pending  merger  at  last  year’s  Nexpo, 
Edwards,  then  Triple-I  president,  said  his 
company  was  not  looking  for  or  working 
on  a  CTP  recorder.  Similarly,  at  the  same 
time  and  a  few  feet  away,  his  counterpart 
at  Monotype  (a  near  merger  mate  of  a 
year  eariier),  Dennis  Nierman,  said  that 
after  examining  the  market  and  the  prod¬ 
ucts  at  Drupa,  his  company  had  decided 
to  refrain  from  selecting  a  CTP  partner  or 
product  any  time  soon.  But  before  this 
year’s  show  rolled  around.  Monotype 
was  working  with  two  platesetter  ven¬ 
dors. 

On  Saturday,  the  first  night  of  Nexpo,  a 
few  Las  Vegas  Sunday  Review-Journal 
classified  page  files  loaded  on  a  Syquest 
cartridge  were  brought  to  Monotype’s 
booth,  where  they  were  RIPped  and 
imaged  on  aluminum  plates  using  a  Print- 
ware  1440  platesetter  system. 

“They  printed  120,000  [copies]  off  of 
these  plates,”  said  Monotype’s  Keith 
Roeske,  showing  off  the  plates  from  that 
morning’s  paper. 

Roeske  said  Monotype  finished  the 
I440’s  interface  to  his  company’s  Laser 
Bus  netwoik  only  a  fortnight  before  the 
live  trial.  Monotype  couldn’t  confirm  a 
rumor  that  there  would  be  500  pounds 
of  imaging  equipment  that  it  wouldn’t 
have  to  pack  up  and  ship  home  from 
Vegas. 

Driven  by  Printware’s  ZipRip  (text, 
simple  graphics)  or  ZapRip  (complex 
graphics,  color),  the  1440  images  at  40 
inches  per  minute  on  daylight-safe,  silver- 
free  metal-backed  plates  or,  for  shorter 
runs,  zinc  oxide-coated  paper  plates. 

Using  an  infrared  laser  diode,  corona 
charging  and  liquid  toner,  the  1440 
images  organic  photopolymer  offset 
metal  plates  over  an  area  up  to  16"  x  27" 
at  1200  dpi,  with  accuracy  of  10  mils 
over  15",  six-mil  plate-to-plate  repeatabil¬ 
ity  and  five-mil  on-plate  image  registra¬ 
tion. 

Printware  supplies  plates,  toner,  devel¬ 
oper  and  finishing  gum. 


Monotype’s  recent  marketing  and  dis¬ 
tribution  agreement  for  certain  Scitex 
products  in  the  newspaper  industry  did 
not  put  a  Scitex  DoPlate  CTP  machine  on 
the  Monotype  booth.  It  does,  however, 
provide  an  almost  direct-to-plate  option 
for  partially  paginated  newspapers. 

“It  was  the  relationship  with  Scitex 
that  caused  us  to  go  direct  to  plate,”  said 
Roeske,  referring  to  the  Multibum  Rota¬ 
tion  Unit. 

He  explained  that  pasted-up  portions 
of  otherwise  electronically  assembled 
pages  are  captured  in  digital  form  on  the 
large  Monoscan  scaimer.  The  resulting 
bitmap  and  the  image’s  page  coordinates 
are  passed  to  the  MBRU,  where  they  are 
merged  with  the  PostScript  file  repre¬ 
senting  the  paginated  elements.  The 
resulting  page  file  can  then  be  sent  to  an 
imagesetter  or  to  a  platesetter,  where  a 
double  bum  cannot  be  employed. 

The  MBRU,  said  Roeske,“just  opens  up 
the  [CTP]  market  for  everybody ... 
whether  they’re  paginated  or  not.” 

But  for  major  metros  ready  for  high- 
volume  CTP  production,  a  showpiece  on 
the  Monotype  stand  was  the  huge  Plate- 
Express  XL,  stripped  of  its  cabinet  to 
reveal  its  mechanical  design. 

The  big  external-drum  machine 
resulted  from  a  four-month  joint  devel¬ 
opment  project  by  Monotype  and  the 
Optronics  Division  of  Intergraph  Corp.A 
maiketing  agreement  is  reportedly  pend¬ 
ing. 

At  the  Monotype  booth,  Optronics 
staffer  Joe  Mulligan  said  the  PlateExpress 
is  based  on  his  company’s  Aurora  plate¬ 
setter  —  itself  derived  from  a  machine 
Optronics  designed  for  Japanese  press 
maker  Komori. 

Capable  of  imaging  plates  of  various 
sizes  and  dimensions  up  to  and  including 
three  newspaper  pages,  the  “universal 
drum”  is  entirely  perforated  by  vacuum 
holes.  Plates  are  mounted  on  a  media  mat 
that  lies  over  the  drum,  and  the  mat  can 
be  perforated  so  that  holes  appear  only 
within  an  area  corresponding  to  the 
shaf>e  and  size  of  the  plate  or  plates  to  be 
imaged  —  thereby  allowing  the  vacuum 
to  hold  the  mat  to  the  drum  and  the 
plate  to  the  mat. 

Two  pins  register  each  prepunched 
plate  on  the  drum. 

Behind  the  drum  are  two  online  cas¬ 
settes  able  to  hold  stacks  of  plates  of  dif¬ 
ferent  sizes.  The  plates  are  moved  to  and 
removed  from  the  drum  by  suction  cups 
mounted  on  an  overhead  bar.  Once 
placed  on  the  drum,  plates  are  smoothed 
flat  over  the  mat  by  a  squeegee. 

Upon  removal,  plates  are  placed  on  an 
underlying  carry-away  output  cassette  or 
conveyed  out  the  left  or  right  side  to  a 


processor.  Mulligan  pointed  out  that  a 
PlateMaster  can  be  set  up  to  output 
plates  to  a  processor  on  one  side  and 
film  to  a  processor  on  the  other. 

In  front  of  the  drum  is  the  imaging 
head,  capable  of  exposing  silver  and  pho¬ 
topolymer  plates  from  several  manufac¬ 
turers  using  a  frequency-doubled  YAG  laser. 

The  imaging  head  can  be  switched  to 
emply  a  laser  capable  of  imaging  thermal 
plates  in  a  version  designated  the  XLT 
The  choice  of  plate  —  and,  therefore,  the 
processor  —  is  the  customer’s. 

With  three  page-size  plates,  the 
PlateMaster  images  at  a  rate  of  about  a 
plate  per  minute.  Available  resolutions 
were  given  as  20  and  80  megapixels. 

Monotype  put  the  price  of  a  PlateEx¬ 
press  between  $350,000  and  $400,000. 
With  newspaper  plate  handling  still  in 
prototype,  the  machine  was  said  to  be 
unavailable  for  a  few  more  months. 

For  the  more  modest  needs  and  bud¬ 
gets  of  mid-sized  dailies,  PrePress  Solu¬ 
tions’  Panther  FasTrak  can  image  an  area 
of  up  to  24"  X  36"  to  produce  a  double 
truck  in  just  under  a  minute  at  1016  dpi, 
just  over  a  minute  at  1200.  Higher  reso¬ 
lutions  are  obtainable  over  progressively 
longer  imaging  times. 

FasTrak  just  entered  beta  tests  at  an 
unnamed  Massachusetts  paper,  accord¬ 
ing  to  product  marketing  manager  Phil 
Rose,  who  said  the  unit  is  priced  at 
$150,000,  including  the  RIP  but  without 
a  processor. 

Rose  said  processors  are  available  to 
keep  up  with  the  imager,  which  at  this 
point  is  manually  loaded.  “We’re  certainly 
looking  at  autoload,”  he  added,  noting 
that  the  option  will  likely  appeal  more  to 
larger  metros.  He  cautioned  that 
autoloading  “adds  significantly”  to  cost 
and  represents  yet  another  component 
requiring  maintenance  and  eventual 
repair. 

FasTrak  uses  an  argon-ion  laser  to 
image  either  silver  or  photopolymer  alu¬ 
minum-backed  plates. 

PrePress  Solutions  showed  FasTrak 
with  its  roll  up,  detachable  media  cart 
holding  100  plates,  which  are  loaded  in  a 
small  darkroom  and  later  manually  fed 
into  the  imager  through  arm  holes. 

The  machine’s  RIP  with  Adobe  CPSI 
Level  2  interpreter  is  the  same  that  drives 
all  Panther  output  devices.  The  Panther 
RIP  can  be  set  up  for  both  imagesetter 
and  platesetter,  for  papers  gradually  mov¬ 
ing  from  page  film  to  CTP  output. 

Rose  said  FasTrak  has  a  built-in  multi¬ 
plex  option,  meaning  that  the  customer 
can  choose  to  buy  the  ports,  with  the 
capability  already  there  to  obviate  the 
need  to  buy  a  “black  box.”  This  allows 
connection  of  up  to  four  RIPs  to  a  plate- 
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setter  to  keep  up  at  deadline,  while  each 
RIP  can  handle  up  to  four  output 
devices.  “You  can  set  up  quite  a  complex 
system,  depending  on  your  needs,”  said 
Rose. 

A  standard  feature,  RIP  and  Hold  ras¬ 
terizes  a  job  to  a  bitmap  file  and  stores  it 
on  any  of  various  media,  to  be  sent  to  the 
platesetter  when  needed.  The  feature 
permits  preparation  of  advance  pages 
before  the  arrival  of  the  platesctting  crew 
and  fast  reimaging  without  reRIPping  in 
the  event  a  plate  is  damaged  on  press. 

Among  devices  the  RIP(s)  can  drive  is 
another  option,  the  Hewlett-Packard 
DesignJet  inkjet  plotter  for  color  proof¬ 
ing.  Pages  can  be  set  up  to  be  sent  to  the 
plotter,  which  then  automatically  passes 
them  to  RIP  and  Hold.  When  proofs  are 
approved,  RIPped  pages  can  swiftly  pro¬ 
ceed  to  imaging. 

Stochastic  screening  has  been  inte¬ 
grated  into  the  plotter  portion  of  the  RIP 
so  that  the  300-dpi  proof  that  would  give 
a  45  line  screen  can  better  approximate 
the  look  of  the  higher-resolution  final 
output. The  plotter  also  can  run  a  paper 
grade  similar  to  newsprint  in  appear¬ 
ance. 

“You  no  longer  have  a  negative  to 
work  from,”  Rose  remarked.  “You  have  to 
do  something.” 

Though  standard  with  the  DesignJet 
PrePress  Solutions’  Escor  FM  stochastic 
screening  is  an  option  with  its  plateset¬ 
ter. 

New  to  Nexpo,  Cymbolic  Sciences 
International  of  Blaine,  Wash.,  introduced 
its  Newsjet,  a  CTP  imager  that  draws  on 
Cymbolic’s  experience  in  several  indus¬ 
tries,  including  devices  for  production  of 
printed  circuit  boards. 

A  semiautomatic  internal  drum 
machine  with  three-point  register,  News- 
Jet’s  frequency-doubled  YAG  laser  images 
film  or  aluminum  plates  up  to  37”  x  26” 
in  under  two  minutes  at  1000  dpi,  under 
four  minutes  at  2000  dpi.  Cymbolic’s  Jeff 
Edwards  said  Newsjet  gives  plate-to-plate 
repeatability  of  -♦-/-I  mil  and  image 
repeatability  of  1/4  mil. 

Able  to  image  any  YAG-sensitive  plate, 
it  is  available  from  at  least  six  suppliers, 
according  to  Edwards. 

Newsjet’s  $170,000  price  tag  includes 
Cymbolic’s  own  Pentium-powered  DOS- 
or  NT-based  FireScript  Level  2  RIP 

So  far.  Cymbolic  counts  16  printing/ 
graphic  arts  customers  are  all  commer¬ 
cial  printers  or  service  bureaus  out- 
putting  only  film.  But  executive  vice  pres¬ 
ident  Robert  Heath  reported  that  Cym¬ 
bolic  has  a  contract  with  one  North 
American  daily  and  is  in  talks  with  two 
newspaper  groups. 

Also  seen  for  the  first  time  at  Nexpo 


was  another  internal-drum  unit  with  fre¬ 
quency-doubled  YAG  laser,  Eskofot’s 
DMX-2737  CTP  unit,  able  to  image  and 
punch  two  pages  or  a  double  truck  alu¬ 
minum  plate  at  1016  dpi  in  90  seconds, 
which  the  company  says  includes  reloading 
time.  Maximum  resolution  is  2032  dpi. 

The  new  imager  appeared  as  the 
DMX-620  prototype  last  year,  but  as  a 
production  unit  is  now  able  to  expose 
most  newspaper  plates,  with  an  imaging 
area  of  up  to  27"  x  37”. 

Units  are  to  be  available  late  this  year. 
Plate  handling  features  include  multiple- 
cassette  plate  loading  and  delivery  of  fin¬ 
ished  plates  to  a  mobile  plate-stacking 
wagon.  The  system  uses  a  Harlequin  RIP 
and  includes  online  ink-control  data. 

Still  in  prototype  stage  is  ECRM’s 
Advanced  Image  Recorder,  which  was 
introduced  at  Nexpo  ’95  “to  show  we 
had  an  investment”  in  CTP,  said  Irvin  S. 
Press,  ECRM  advertising  and  sales  pro¬ 
motion  manager. 

“We’re  still  working  on  it,”  said  Press. 
“It’s  moving  toward  completion,  but  it’s 
still  not  there  yet.” 

This  year,  said  Press,  the  traveling  pro¬ 
totype  (others  are  lab  versions)  could 
not  be  shipped  from  a  trade  show  in 
China  that  ended  shortly  before  Nexpo. 


ECRM  did,  however,  use  its  AIR75  plate- 
setter  test  unit  and  DuPont  plates  to 
print  broadsheet-page  product  literature 
distributed  at  the  show. 

Using  an  argon-ion  laser,  AIR  will 
image  silver  or  photopolymer  aluminum 
plates  or  film  as  large  as  22”  x  29”,  with 
repeatability  of  1  mil  and  at  speeds  up  to 
90  plates  per  hour,  depending  on  resolu¬ 
tion  (1016  and  2540  dpi).  Load/unload 
time  is  put  at  20  seconds.  Press  put  aver¬ 
age  time  per  plate  is  about  one  minute. 

Press  said  the  company  is  working  out 
relationships  with  manufacturers  of 
plates,  loaders,  processors,  benders  and 
crimpers. 

WHAT  THEY’RE  SAYING 

All  has  installed  many  Gerber  systems 
at  commercial  printers,  but  for  newspa¬ 
pers,  the  technology  “is  really  kind  of 
experimental  now,”  said  company  presi¬ 
dent  Edwards. 

In  moving  from  commercial  to  news¬ 
paper  production,  he  continued,  “the 
whole  model  changes,”  from  the  stand¬ 
point  of  such  operating  concerns  as 
plate  durability,  timing  and  as-yet  unan¬ 
swered  questions  like  how  CTP  is  justi¬ 
fied  for  heavily  zoned  products. 

(See  CTP  on  page  49) 
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Laughs  And  Gripes 
About  Stereotypes 

During  a  STEREOIYPICALLY  hot  loving  relationship,  feel  the  “Jump  Start”  marriage  of 

June  day  in  Phoenix,  panelists  creat-  Joe  and  Marcy  Cobb  is  too  “feiry-tale-ish.” 
ed  some  heat  of  their  own  with  a  But  Armstrong  said  his  basically  autobiographical 

lively  discussion  about  cartoon  strip  reflects  the  fact  that  he  and  his  wife  Sherry 

stereotypes  and  caricatures.  have  a  great  marriage. 

“We  all  know  caricature  is  at  the  heart  of  politi-  “My  comic  doesn’t  feed  into  stereotypes  of 

cal  cartoons  in  this  country,”  said  Ted  Rail,  the  blacks,”  he  commented. 

Chronicle  Features  creator  who  moderated  the  Wasserman  said  editorial  cartoonists  need  to  use 


Association  of  American  Editorial  Cartoonists 


(AAEC)  session.  “But  when  does  caricature  become 
offensive?  There’s  a  fine  line  between  amusing  and 
painful  to  ordinary  people.” 


One  panelist,  Steve  Kelley 
of  the  San  Diego  Union- 
Tribune  and  Copley  News 
Service,  noted  that  few  car¬ 
toonists  these  days  draw  bla¬ 
tant  stereotypes  such  as 
“pickaninnies”  for  blacks  and 
“hook  noses”  on  Jews. 

“I  think  all  of  us  in  this 
room  are  bright  enough  to 


know  what  the  end  zones 


are  in  this  field,”  he  said. 

But  Kelley,  like  many  other  cartoonists,  uses 
some  stereotypes  —  and  gets  varying  reactions  to 
them.  For  instance,  he  recalled  being  criticized  by 
professional  Hispanics,  but  not  by  other  Hispanics, 
after  drawing  a  “Frito  Bandito”-type  character. 

Kelley  has  also  gotten  flak  for  making  welfare 
mothers  black  and,  at  other  times,  for  making  them 
white.  He  noted  that  welfare  payments  go  to  more 
whites  than  blacks,  but  to  a  higher  percentage  of 
blacks. 


Speaking  more  generally,  Kelley  observed,  “If 
you’re  not  a  member  of  some  oppressed  minority, 
it’s  fine  to  caricature  you.” 

Panelist  Dan  Wasserman,  of  the  Boston  Globe 
and  Los  Angeles  Times  Syndicate,  said  people  with 
power  should  be  subject  to  harder-hitting  car¬ 
toons. 


“Cartoonists  are  about  challenging  authority  and 
power,”  he  said. 

Another  panelist,  “Jump  Start”  creator  Robb 
Armstrong  of  United  Feature  Syndicate,  agreed  that 
cartoonists  should  think  twice  about  coming  down 
hard  on  the  powerless.  “It’s  just  not  right,”  he  said. 

While  Armstrong  does  a  comic  strip  rather  than 
editorial  cartoons,  he  is  very  conscious  of  stereo¬ 
types. 

He  noted  that  some  readers,  perhaps  finding  it 
hard  to  believe  that  a  black  couple  could  have  a 


“graphic  shorthand,”  and  added  that  the  people 
they  draw  “shouldn’t  be  homogenized  into  indistin¬ 
guishable  characters.”  But  he  noted  that  some  cre¬ 
ators  may  go  too  far  on  occasion. 

To  illustrate  this,  Wasserman  showed  slides  of  a 
Pat  Oliphant  cartoon  picturing  an  Aunt  Jemima- 
type  black  mother,  and  a  Steve  Benson  cartoon  pic¬ 
turing  a  fat  and  ugly  feminist. 

“I  don’t  think  most  feminists  are  fat  and  ugly,” 
said  Wasserman. 

While  stereotypies  are  exaggerations,  there  is 
“some  truth”  to  them,  responded  Kelley. 

Benson,  the  Arizona  Republic/UxuteA  creator 
who  hosted  the  AAEC  convention,  said  exaggerated 
caricatures  are  often  used  in  editorial  cartooning. 

“What  about  fat,  cigar-smoking  congressmen?” 
the  Pulitzer  Prize  winner  noted,  by  way  of  example. 

Wasserman  responded  that  there  is  a  “big  differ¬ 
ence”  between  the  stereotyping  of  ethnicity  and 
gender  and  the  stereotyping  of  groups  such  as  con- 


Clockwise,  from  bottom  left,  are  Lucy  Shelton  Caswell, 
Dan  Wasserman,  Steve  Kelley  and  Robb  Armstrong 
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gressmen  and  lawyers. 

Lucy  Shelton  Caswell,  curator  of  the 
Ohio  State  cartoon  library,  opened  the 
session  with  a  look  at  some  of  the  bla¬ 
tant  stereotypes  used  by  cartoonists 
since  the  1800s.  She  observed  that 
these  corrosive  caricatures  can  be  espe¬ 
cially  prevalent  during  wartime,  as  was 
the  case  with  the  dehumanizing  images 
of  the  Japanese  during  World  War  II. 

And  Caswell  defined  stereotypes, 
describing  them  as  “oversimplified 
images”  used  to  convey  more  complex 
ideas  and  themes. 

The  AAEC  also  held  its  third  session 
in  four  years  on  cliched  editorial  car¬ 
toons.  As  was  the  case  in  1993  and 
1994,  hosts  Jack  Ohman  and  Joel  Pett 
showed  slides  and  offered  wisecracks. 

Pett,  of  the  Lexington  (Ky.)  Herald- 
Leader  and  North  America  Syndicate, 
offered  a  top-10  list  of  common  cartoon 
cliches  —  including  scenarios  involving 
Mount  Rushmore,  raising  the  flag  at 
Iwo  Jima  and  “the  buck  stops  here.” 

Later,  he  also  cited  cartoons  featuring 
fish  eating  fish,  movie-title  spoofs, 
Whitewater  rafting,  and  more. 

Ohman,  of  the  Portland  Oregonian 
and  Tribune  Media  Services,  mentioned 
everything  from  rolling  a  large  rock  up 
a  hill  to  the  “Gingrich  who  stole 
Christmas.” 

And,  he  advised,  “If  the  cartoon  idea  is 
weak,  just  crosshatch  the  hell  out  of  it!” 

Actually,  Ohman  noted  that  cliches 
can  be  helpful  in  making  cartoons 
accessible  and  understandable  to  read¬ 
ers,  but  said  creators  should  try  to  give 
these  drawings  a  “little  different”  twist. 

And  what  happens  to  people  whose 
work  is  shown  at  AAEC  cliche  sessions? 
“Every  time  we  blast  someone,  they  win 
the  Pulitzer,”  Pett  said  dry'ly. 

Benson  —  who  was  not  a  target  of 
that  remark  (his  1993  Pulitzer  predated 
the  first  Pett/Ohman  presentation)  — 
introduced  the  speakers  with  a  tongue- 
in-cheek  torrent  of  several  dozen  cliches. 
_  “If  you  think 

t  they’ll  cut  us  a 
break,  it’s  not  in 
the  cards,”  Ben¬ 
son  said.  “They 
tell  it  like  it  is. 
They  have  the 
courage  of  their 
convictions  to 
lay  it  on  the 
line  as  they 
shoot  fix)m  the 


Cartoonists  Get  An 
Anti-Tobacco  Pitch 


Asa  former  catcher,  joe 

Garagiola  knows  the  importance 
of  mixing  signs. 

So  after  warming  up  his  audience 
with  funny  Yogi  Berra  stories,  Garagiola 
called  for  a  change-up  —  and  delivered 
the  pitch  himself. 

The  audience  was  the  Association  of 
American  Editorial  Cartoonists  in 
Phoenix,  and  the  pitch  was  for  AAECers 
to  do  anti<hewing  tobacco  cartoons. 

“If  you’re  looking  for  an  idea,  give  it  a 
thought,”  said  the  correspondent-at-large 
for  NBC’s  Today  show.  “Spit  tobacco  is 
an  epidemic.  It’s  dangerous,  it’s  addictive 
and  I  could  use  your  help.” 

Garagiola  —  who  refuses  to  use  the 
“warm  and  fuzzy”  term  of  “smokeless 
tobacco”  —  said  manufacturers  try  to 
hook  the  yoimg  via  such  methods  as 
starter  samples  handed  out  by  bikini- 
clad  women  during  spring  break.  Teens 
also  get  hooked  by  seeing  their  favorite 
ballplayers  using  the  stuff. 

So  Garagiola,  who  chewed  tobacco 
for  five  years,  has  been  involved  in  a 
campaign  to  make  young  people  and 
Major  Leaguers  more  aware  of  the  dan¬ 
gers  of  this  habit. 

One  part  of  tlie  campaign  is  club¬ 
house  appearances  by  former  Detroit 
Tigers  player  Bill  Tuttle,  who  underwent 
six  cancer  operations  that  left  his  mouth 
and  face  disfigured. 

Garagiola,  who  played  during  the 
1940s  and  ’50s,  noted  that  “Peanuts”  cre¬ 
ator  Charles  Schulz  of  United  Feature 
Syndicate  did  a  soon-torun  comic  about 
the  dangers  of  chewing  tobacco. 

Earlier  in  his  talk,  Garagiola  criticized 
some  modern-day  players  for  not  run¬ 
ning  out  pop-ups,  for  nibbling  at  the 
comers  when  pitching  with  a  five-run 
lead,  and  for  going  on  the  disabled  list 
with  minor  injuries. 

“In  my  day,  the  whirlptwl  was  putting 
your  elbow  in  the  toilet  and  flushing,” 
joked  Garagiola. 

Speaking  of  his  good  friend  Berra, 
Garagiola  discussed  which  of  the 
famous  Yogi  phrases  were  apocry  phal 
and  which  were  real. 

He  noted  that  one  thing  the  former 


New  York  Yankees  catcher  actually’  said, 
at  a  New  Jersey  restaurant,  was,  “Jesus, 
no  wonder  no  one  comes  here,  it’s  too 
crowded!” 

“And  ‘it  ain’t  over  ’til  it’s  over’? 
That’s  legitimate,  t(X),”  added  Garagiola, 
who  was  intrtv 

Arizona-based  < 

baseball  cards  and  @  I _ 

posed  for  photos.  Joe  Garagiola 


We  heard  a  few  protests 
when  Mike  Ramirez  s 
editorial  cartoons  ivon  the 
Sigma  Delta  Chi  Award 
for  outstanding  journalism, 


(But  were  still  proud  of  him.) 

Congratulations,  Mike! 


Steve  Benson 
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SYNDICATES/NEWS  SERVICES 


=J  Garry 
Kasparov 


‘Auto’  syndicated 

A  COLUMN  CALLED  “Auto  Digest”  is 
being  self-syndicated  by  Bill  and 
Barbara  Schaffer. 

“We  do  an  auto  review  from  the  wife’s 
and  the  husband’s  perspective,”  said  Bill, 
the  general  manager  of  a  twice-weekly 
newspaper.  “Barbara’s  part  is  lighter  and 
talks  about  what  she  did  in  the  car  and 
featiuies  she  likes  and  doesn’t  like.  My 
part  is  a  bit  more  technical.” 

“Auto  Digest”  —  which  appears  in  13 
papers  —  comes  with  specifications  and 
ratings,  as  well  as  a  photo  or  color  slide. 

The  Schaffers’  other  columns  include 
“Car  Quiz”  and  “Auto  Update,”  a  digest  of 
news  releases,  industry  magazines  and 
personal  contacts  with  manufacturers. 

The  Prineville,  Ore.-based  writing 
team  can  be  reached  at  503-923-3936.  \  Bettijane  Levine,  Sagan  was  quoted  as 

I  saying,  “Astrology  is  bunk,  but  the  Times 

Tn  riQr-VdCTA  i  ^  astrology  column  every  day.  Why 

U1  WCdAiy  :  doesn’t  it  have  a  daily  science  column?” 

Tribune  media  services  has  added  i  Omarr,  who  is  with  the  Los  Angeles 

several  new  features  to  its  Weekly  I  Times  Syndicate,  responded  with  a  letter 
Features  Service.  i  to  Levine  stating  that  “astrology  ain’t 

They  include  “Bid  Whist  With  Beck,”  a  I  bunk  —  the  title  of  ‘Old  Bunkum’  has 
card  game  designed  to  attract  African-  |  long  been  rightfully  claimed  by  our 
American  readers; “Music  &  Moore,”  chil-  I  beloved  Carl  Sagan!” 
dren’s  music  reviews;  “Airhead  Algebra,”  a 
formula  game  that  reveals  secret  mes¬ 
sages;  and  the  “My  Pet  World”  column  by 
Steve  Dale. 

Also,TMS  amiounced  the  results  of  its 
second  annual  contest  for  clients  of  the 
weekly  package. 

Winners  —  judged  for  editorial,  graph¬ 
ics  and  layout  —  included  the  Monte¬ 
video  American  News  in  the  community 
newspaper  division  and  Healtk^,  Wealthy 
&  Wise  in  the  magazine/shopper  division. 

Among  the  prizes  were  a  free  five- 
month  subscription  to  the  TMS  package 
and  “Mother  Goose  &  Grimm”  T-shirts. 


..not  your 
average 
strategist 


Barbara  and  Bill  Schaffer 


He  deep-sixed  Deep  Blue, 
the  best  chess-playing 
machine  on  the  planet. 
Against  human  opponents, 
he’s  won  more  grandmaster 
points  than  any  chess 
player  in  history.  Now, 
in  a  once-a-week 
column  and  diagram, 
Kasparov  dissects  the 
game  he  knows  so  well 
in  a  unique  evaluation 
of  famous  chess  contests. 

For  the  millions  who 
love  chess,  Kasparov 
offers  enthusiastic  and 
fully  notated  revelations 
of  how  other  players 
have  met  challenges 
across  the  board. 

For  more  information, 
please  call  our  sales 
department  today  at 

1^800-888-4637, 
X75485.  , _ 


A  casino  column 


U  TJ  LAYING  IT  SMART,”  a  weekly  casi- 
i  no  gaming  column  that  started  in 
a  supplement  to  the  Atlantic  City,  N.J., 
Press,  is  being  syndicated. 

The  writer  is  the  Philadelphia-based 
Alan  Krigman,  who  can  be  reached  at 
215-3494500. 


CC'T^HE  WILD  SIDE”  nature  column, 
X  self-syndicated  by  Scott  Shalaway, 
has  reached  its  10th  anniversary. 

Shalaway  —  who  holds  a  Ph.D.  in  wild¬ 
life  ecology  fixjm  Michigan  State  University 
—  is  a  former  professor  who  freelances 
fc)r  newspapers  and  magazines,  writes 
books,  hosts  a 
weekly  radio  show, 
and  lectures  on 
natural  history  and 
conservation  topics. 

The  Cameron, 

W.  V.  -  b  a  s  e  d 
Shalaway,  whose 
weekly  column  has 
22  clients,  can  be 
reached  at  304- 
686-3541 


Oliphant  art  show 

An  EXHIBIT  FEATURING  the  draw¬ 
ings  and  sculpture  of  Universal  Press 
Syndicate  editorial  cartoonist  Pat 
Oliphant  is  being  held  through  August  at 
the  National  Gallery  of  Caricature  and 
Cartoon  Art,  1317  F  Street,  Washington, 
DC. 


Astrology  debate 

SCIENCE  EXPERT  CARL  Sagan  and 
astrology  columnist  Sydney  Omarr  have 
very  different  opinions  about  horoscopes. 
In  a  recent  Los  Angeles  Times  piece  by 


LOS  ANGELES  TIMES  SYNDICATE 


Scott  Shalaway 
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Goss 

Continued  from  page  15 

words  of  its  president,  Robert  M.  Kuhn, 
“using  common  global  designs  adapted 
to  diverse  geographic  needs.” 

Its  most  significant  design  innovation 
is  that  it  offers  a  choice  of  three  inking 
systems:  open  fountain,  digital  or  Color- 
Flow,  Goss’  new  name  for  its  positive 
feed  keyless  inker. 

ColorFlow  has  also  been  redesigned 
to  include  a  quick-change  ink  module. 

Global  Newsliner  also  includes  as  an 
option  a  new  automated  web  lead  sys¬ 
tem  Goss  says  permits  rewebbing  at 
speeds  up  to  130  feet  per  minute. 

Angle  bars  have  also  been  simplified, 
Goss  says,  with  a  non-reversing  design  to 
allow  faster  web  and  sheet  changes.  At  a 
customer’s  option,  the  angle  bars  can  be 
motorized,  or  even  fully  automated. 

Goss  also  introduced  a  new  model  to 
its  Universal  line  of  single-width  presses. 

Goss  says  its  new  Universal  70  press  is 
the  first  two-around,  single-width  press 
rated  at  speeds  up  to  70,000  copies  per 
hour  and  available  with  the  same  three 
inking  options  on  the  Global  Newsliner. 

The  Universal  70  also  includes  a  full 
SF)ecification  2:3:3  jaw  folder  capable  of 
running  up  to  96  pages  broadsheet,  or 
192  pages  tabloid  in  the  collect  mode. 

—  Mark  Fit^erald 


CTP 

Continued  from  page  45 

Though  conceding  that  having  come 
from  the  Triple-I  side  of  the  newly 
merged  company  he  is  somewhat  new 
to  the  CTP  business,  Edwards  said,  “I 
don’t  think  it’s  clear  to  any  of  us  what 
the  maiket  p>otential  is.” 

Others  seemed  to  detect  at  least  a  lit¬ 
tle  more  movement. 

So  far,  only  early  adopters  less  con¬ 
cerned  with  return  on  investment  —  the 
biggest  commercial  printers,  for  instance 
—  have  put  CTP  into  production, 
according  to  Linotype-Hell’s  Herzka, 
who  said,“I  think  now  you’ll  start  seeing 
the  migration.” 

At  Cymbolic,  Heath  agreed  that  “we’re 
almost  out  of  the  early-adopter  phase.” 
He  recalled  the  “massive  wall  of  [CTP] 
activity  at  Drupa”  last  year,  when  every¬ 
thing  seemed  to  come  together,  includ¬ 
ing  affordability  that  allowed  “some  of 
the  pay-back  equations  to  work.” 

Major  newspapers  that  would  not 
want  “to  put  themselves  in  the  position 
of  being  tied  to  one  plate,”  said  Western 
Litho’s  Powers,  are  now  seeing  more 
manufacturers  offering  direct-output 


plates. 

Nevertheless,  Powers  said  he  does  not 
anticipate  full  conversion  to  CTP  at  ini¬ 
tial  installations,  where  conventional 
platemaking  is  likely  to  continue  while 
CTP  is  reserved  for  fully  paginated 
advance  sections  that  offer  greater  con¬ 
trol. 

An  operations  executive  from  a  siz¬ 
able  chain  privately  remarked  that  plate- 
setters  need  to  —  and  most  probably 
cannot  —  be  able  to  bum  presensitized 
plates  that  are  less  expensive  than  the 
DuPont  or  similar  plates  (many  better 
known  in  the  commercial  printing  mar¬ 
ket)  used  with  several  exhibitors’  sys¬ 
tems. 

The  executive,  who  asked  not  to  be 
named,  remarked  that  when  a  CTP  sys¬ 
tem  he  had  been  vetting  could  bum  an 
Anocoil  plate,  he’d  be  there  to  buy  the 
first  unit. 

WHAT  ONE  NEWSPAPER  IS  DOING 

The  production  chief  at  another 
newspaper  group  is  getting  a  little  closer 
to  making  a  purchase  decision.  For  Larry 
Maas,  it  long  since  ceased  to  be  a  ques¬ 
tion  of  if  he’ll  buy  CTP  technology,  but 
instead  only  a  matter  of  which  imager 
and  plate  and  how  soon. 

Production  director  at  Howard  Publi¬ 
cations’  Times  of  Munster,  Ind.,  and 
groupwide  consultant,  Maas  discussed 
his  decision  to  adopt  thermal  imaging 
CTP  during  the  NAA  Operations  Super- 
Conference  in  early  March  (£'6fP,April  6, 
p.  30P). 

Just  days  before  Nexpo,  Maas  reported 
he  still  had  no  machine  to  try  out  in- 
house,  but  had  been  conducting  outside 
tests  on  Gerber  and  Creo  platesetters. 

Of  his  latest  tests  with  Presstek  water- 
developed  plates,  he  said:  “We’re  having  a 
lot  of  toning  with  it,  so  we’re  experi- 
menting.They’re  bringing  me  each  week 
different  plates  until  we  get  the  thing 
under  control.” 

A  meeting  also  was  set  up  with 
DuPont,  and  Kodak  had  contacted  him, 
he  said. 

“Each  one  of  them  wants  to  try  their 
plates,  and  I  don’t  have  a  problem  with 
that.” 

A  published  report  that  the  Creo 
machine  may  not  immediately  have  sto¬ 
chastic  screening  available  for  his  ther¬ 
mal  platesetting  “will  not  have  any  bear¬ 
ing  on  my  decision  at  this  point,”  said 
Maas. 

He  said  that  at  the  outset  he’s  looking 
only  for  runnability  and  good  printing. 
“What  I  want  to  be  able  to  do  is  print 
both  conventional  and  thermal  plates 
side  by  side  for  testing”  until  a  full  con¬ 
version  is  made,  “so  that  I  don’t  have  to 


change  fountain  solution,  inks  and  every¬ 
thing  to  run  both  plates  on  the  press. 
That’s  our  goal  right  now.” 

With  his  timetable  for  CTP 
unchanged,  Maas  said  Gerber  is  ready  to 
deliver  a  machine  “and  Creo  is  probably 
looking  at  August  to  ship.  Right  now  we 
could  go  either  way.” 

He  may  ask  both  to  bring  in  plateset¬ 
ters  and  choose  whichever  proves  most 
satisfactory  after  a  few  months  in  opera¬ 
tion.  And,  said  Maas,  “they’re  both  ready 
to  do  that.” 


Bergen  Record 
buying  controls 
from  Honeywell 

Honeywell  will  install  its 

TotalPlant  Printa  Press  control  sys¬ 
tem  at  the  Bergen  Record  in  Hackensack, 
N.J. 

The  $1.1  million  Printa  order  consists 
of  all  the  press  control  hardware,  preset¬ 
ting  functions,  plate  scanner  and  engi¬ 
neering  and  application  work  required 
to  upgrade  printing  controls  for  the 
Record's  two  presses. 


Editorial  Pagination! 

Check  all  that  apply* 

_  Relational  Database 

_  Full  Text  Search 

_  Content  Management 

_  Application  Program  Interface 

_  Dummy  Tools 

_  Element  Tracking 

_  Exact  Copyfit 

_  De/Recompose  Quark  Page 

_  Wire 

_  Library  Systems 

_  Electronic  Budgeting 

OpenPages" 

. . . 

Where  Innovative  Publishing  Begins... 

See  how  your 

editorial  pagination  system 
can  become  the  best  of  a  new 
generation  of  information  providers! 


American  Computer  Innovators,  Inc. 
(413)549-0701 

Contact  Michael  L  McLaughlin,  VP  of  Sales 
for  a  personal  demo. 
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BY  DEBRA  GERSH  HERNANDEZ 

CDA  Declared 
Unconstitutional 


The  internet  should  have  just  as 

much  First  Amendment  protection  as  a 
newspaper,  a  panel  of  judges  has  ruled 
in  Philadelphia. 

In  a  closely  watched  challenge  to 
the  Communications  Decency  Act  (CDA),  the 
judges  ruled  3-0  that  this  section  of  the 
Telecommunications  Act  of  1996,  signed  into  law 
eariier  this  year,  was  unconstitutional  and  they  grant¬ 
ed  a  preliminary  injunction  against  its  enforcement. 
Criminal  penalties,  as  proscribed  in  the  law,  include 
fines  up  to  $250,000  and  two  years  in  prison. 

“I  conclude  inexorably  . . . 
that  the  CDA  reaches  speech 
subject  to  the  full  protection 
of  the  First  Amendment,  at 
least  for  adults,”  wrote  Chief 
Judge  Dolores  K.  Sloviter  of 
the  U.S.  Court  of  Appeals  for 
the  3rd  Circuit. 

“It  would  appear  that  the 
extent  of  the  abridgment  of 
the  protected  speech  of 
adults  that  has  been  shown  the  CDA  would  effect 
is  too  intrusive  to  be  outweighed  by  the  govern¬ 
ment’s  asserted  interest,  whatever  its  strength,  in 
protecting  minors  from  access  to  indecent  materi¬ 
al,”  Sloviter  stated. 

The  First  Amendment,  she  continued,  “should 
not  be  interpreted  to  require  us  to  entrust  the  pro¬ 
tection  it  affords  to  the  judgment  of  prosecutors. 
Prosecutors  come  and  go.  Even  federal  judges  are 
limited  to  life  tenure.The  First  Amendment  remains 
to  give  protection  to  future  generations,  as  well.” 


Judges  rule 
aspects  of 
Communications 
Decency  Act  a 
threat  to  First 
Amendment 


The  Newest  Concept  in  Newspaper  Distribution" 

•  Secured  Individual  Carrier  Routes 

•  Eliminate  Costly  Sub-Stations 

•  Decrease  Shortages 

•  Reduce  Truck  Fleet 

•  Security  &  Theft  Control 

•  Weather  Protection 

•  Decrease  Truck  Cycle  Times 
MOBILE  DISTRIBUTION  CENTER  •  No  Inter-Mixing  of  Routes 
News  &  Record,  Greensboro,  NC 


Standlee  &  Associates,  Inc.,  7609  Pine  Hollow  Court,  Orlando,  FL  32822 
(407)  273-5218  or  Fax  (407)  273-901 1 


The  judges’  decision  came  after  two  lawsuits, 
which  later  were  combined,  challenged  the  act. 

One  is  known  as  the  American  Civil  Liberties 
Union,  et  al.  vs.  Janet  Reno,  Attorney  General  of 
the  United  States,  and  the  other  as  the  American 
Library  Association,  et  al.  vs.  United  States 
Department  of  Justice. 

In  all,  there  were  nearly  50  plaintiffs  and  numer¬ 
ous  amici  curiae  (friends  of  the  court)  briefs,  many 
from  newspaper  and  journalists  associations. 

All  three  of  the  judges  issued  separate  opinions 
on  their  unanimous  ruling. 

Judge  Ronald  L. 

Buckwalter  of  the  U.S. 

District  Court  for  the  Eastern 
District  of  Pennsylvania  found 
that  the  terms  “indecent”  and 
“patently  offensive,"  as  used  in 
the  statute,  were  so  vague  as 
to  be  unconstitutional. 

“If  the  government  is 
going  to  intrude  upon  the 
sacred  ground  of  the  First 
Amendment  and  tell  its  citi¬ 
zens  that  their  exercise  of 
protected  speech  could  land 
them  in  jail,  the  law  imposing 
such  a  penalty  must  clearly 
define  the  prohibited  speech 
not  only  for  the  potential 
offender  but  also  for  the  potential  enforcer,” 
Buckwalter  wrote. 

Although  Buckwalter  found  the  present  act 
unconstitutional,  he  noted  that,  “it  is  too  early  in 

the  development  of  this  new 
medium  to  conclude  that 
other  attempts  to  regulate 
protected  speech  within  the 
medium  will  M  a  challenge .... 
1  specifically  do  not  find  that 
any  and  all  statutory  regula¬ 
tion  of  protected  speech  on 
the  Internet  could  not  survive 
constitutional  scrutiny.” 

Judge  Stewart  Dalzell,  also 
from  the  district  court,  noted 
that,  “The  government  may 
only  regulate  indecent 
speech  for  a  compelling  rea¬ 
son,  and  in  the  least  restric¬ 
tive  manner.” 

Dalzell  wrote  that  he 


The  Internet, 

Dalzell  concluded, 
“may  fairly  be 
regarded  as  a 
never-ending 
worldwide 
conversation.  The 
government  may 
not,  through  the 
CDA,  interrupt  that 
conversation" 
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found  the  CDA  unconstitutional,  “and 
that  the  First  Amendment  denies 
Congress  the  power  to  regulate  protect¬ 
ed  speech  on  the  Internet ...” 

“To  understand  how  disruptive  the 
CDA  is  to  Internet  communication,  it 
must  be  remembered  that  the  Internet 
evolved  free  of  content-based  considera¬ 
tions,”  he  added. “The  content  of  the 
data  was,  before  the  CDA,  an  irrelevant 
consideration” 

The  act,  Dalzell  wrote,  would  “under¬ 
mine  the  substantive,  speech-enhancing 
benefits  that  have  flowed  from  the 
Internet” 

The  diversity  of  content  would  dimin¬ 
ish,  the  economic  costs  of  compliance 
would  drive  out  potential  speakers,  and 
the  parity  among  speakers  would  be 
gone,  he  noted. 

“Perversely,  commercial  pomogra- 

“The  Philadelphia  court 
also  overlooks  that  no 
court  has  applied  the 
indecency  standard  to 
prohibit  serious  works  of 
art,  medical  information 
or  important  literature,” 
Exon  stated.  “In  this 
regard,  the  court  feasted 
on  a  plate  of  red  herrings” 

phers  would  remain  relatively  unaffect¬ 
ed  by  the  act,  since  we  learned  that 
most  of  them  already  use  credit  card  or 
adult  verification  anyway,”  Dalzell  added. 

The  “government’s  asserted  failure”  of 
the  Internet  rests  on  the  implicit 
premise  that  too  much  speech  occurs 
in  that  medium,  and  that  speech  there  is 
too  available  to  the  participants,  Dalzell 
wrote.  “This  is  exactly  the  benefit  of 
Internet  communication,  however,”  he 
continued. 

“Tile  government,  therefore,  implicitly 
asks  this  court  to  limit  both  the  amount 
of  speech  on  the  Internet  and  the  avail¬ 
ability  of  that  speech.  This  argument  is 
profoundly  repugnant  to  First  Amend¬ 
ment  principles. 

“My  examination  of  the  special  char¬ 
acteristics  of  Internet  communication, 
and  review  of  the  Supreme  Court’s 
medium-specific  First  Amendment 
jurisprudence,  lead  me  to  conclude  that 
the  Internet  deserves  the  broadest  pos¬ 


sible  protection  from  government- 
imposed,  content-based  regulation .... 

“Any  content-based  regulation  of  the 
Internet,  no  matter  how  benign  the  pur¬ 
pose,  could  bum  the  global  village  to 
roast  the  pig,”  Dalzell  wrote. 

Existing  laws  protecting  children 
from  pornography  and  child  pornogra¬ 
phy  alreach"  are  in  place  and  being 
enforced,  he  added. 

The  Internet,  Dalzell  concluded,  “may 
fairly  be  regarded  as  a  never-ending 
worldwide  conversation.The  govern¬ 
ment  may  not,  through  the  CDA.  inter- 
mpt  that  conversation. 

“As  the  most  participatory  form  of 
mass  speech  yet  developed,  the  Internet 
deserves  the  highest  protection  from 
government  intrusion,”  he  wrote. 

Not  surprisingly,  media  and  free 
speech  groups  were  quite  pleased  with 
the  ruling,  while  those  who  supported 
the  act  were  less  so. 

Sen.  J.  James  Exon  G>Neb.),a  co-spon- 
sor  of  the  CDA,  conunented  that,  “The 
radical  decision  of  the  three-judge  panel 
in  Philadelphia  rests  on  two  pillars. 

From  this  senator’s  point  of  view,  those 
pillars  are  made  of  chalk,  which  will 
crumble  upon  Supreme  Court  review.” 

Exon  criticized  both  the  Philadelphia 
court’s  argument  that  there  are  no  effec¬ 
tive  means  to  determine  the  age  of  com¬ 
puter  users  and  the  finding  that  the 
term  “indecency”  was  too  vague. 

“The  Philadelphia  court  also  over- 
kx)ks  that  no  court  has  applied  the 
indecency  standard  to  prohibit  serious 
works  of  art,  medical  information  or 
important  literature,”  Exon  stated.  “In 
this  regard,  the  court  feasted  on  a  plate 
of  red  herrings.” 

One  of  only  1 1  senators  who  voted 
against  the  bill.  Sen.  Patrick  Leahy  (D- 
Vt.)  introduced  legislation  to  repeal  it 
the  day  after  it  was  signed  into  law. 

“The  court  made  the  right  decision,” 
Leahy  said  of  the  ruling.  “Let  no  one  be 
confused  —  this  is  not  a  victory  for 
child  pornography  or  indecent  material, 
but  instead  a  victory  for  the  First 
Amendment.” 

President  Clinton  is.sued  a  statement 
reading,  in  part,  “I  remain  convinced,  as  1 
was  when  I  signed  the  bill,  that  our 
Constitution  allows  us  to  help  parents 
by  enforcing  this  act  to  prevent  children 
from  being  exposed  to  objectionable 
material  transmitted  through  computer 
networks.  I  will  continue  to  do  every¬ 
thing  1  can  in  my  administration  to  give 
families  every"  available  tool  to  protect 
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their  children  from  these  materials.” 

Although  the  process  allows  for  expe¬ 
dited  review  to  the  U.S.  Supreme  Court, 
the  president’s  statement  noted  the  gov¬ 
ernment  had  20  days  from  the  June  12 
ruling  to  file  an  appeal,  and  Justice 
Department  officials  were  quoted  as  say¬ 
ing  they  were  reviewing  the  possibility 
of  such  action. 

Attorneys  for  the  ACLU,  which  was 
joined  by  20  individuals  and  organiza¬ 
tions  in  filing  the  first  lawsuit  on  Feb.  8, 
the  day  after  the  law  was  signed,  were 
quite  pleased  with  the  ruling. 

“It’s  only  a  handful  of  times  in  a  cen¬ 
tury  that  a  court  is  called  upon  to 
decide  what  the  rules  will  be  in  a  new 
communications  medium,”  said  ACLII 
lawyer  Christopher  Hansen.The  deci¬ 
sion  “reaffirms  that,  no  matter  what  the 
medium,  the  message  should  be  protect¬ 
ed  by  the  First  Amendment.” 

The  American  Society  of  Newspaper 
Editors,  the  Newspaper  Association  of 
America  and  the  Society  of  Professional 
Journalists  were  among  those  joining 
the  American  Library  Association  law¬ 
suit.  “It’s  a  very  strong  and  favorable 
opinion,  from  our  perspective,”  said 
ASNE  president  Robert  Giles  of  the 
Detroit  News.  “This  may  be  the  begin¬ 
ning  of  the  end  of  the  cyber-nannies. 

“It  is  a  very  strong  protection  of  free 
speech,  and  it  quite  appropriately  puts 
the  responsibility  for  monitoring  infor¬ 
mation  that  reaches  children  where  it 
belongs,  which  is  in  the  home,”  Giles 
added. 

NAA  president  and  CEO  John  E  Sturm 
commented  that,  “The  judges  in  this 
case  agreed  that  it  makes  no  more  sense 
to  give  the  government  control  of  the 
Internet  than  to  dictate  what  should  be 
in  America’s  newspapers. 

“This  decision  will  remove  a  major 
government-imposed  obstacle  to  the 
Internet’s  growth  as  a  viable  publishing 
medium,”  Sturm  added.  “The  Internet  is 
a  unique  global  environment  where 
recipients,  not  speakers,  have  control 
over  the  content  they  receive.Thus,  the 
freedom  to  speak  in  cyberspace  should 
be  at  least  as  broad  as  the  freedom  to 
speak  in  print.” 

SPJ  President  G.  Kelly  Hawes  com¬ 
mended  the  judges  for  making  “a  wise 
first  step  by  halting  enforcement  of  the 
act.  We  now  have  to  continue  to  push 
for  a  complete  strike-down  of  the  law. 

“We’ve  said  all  along  we  were  not 
involved  in  this  lawsuit  because  we  sup¬ 
ported  indecency  on  the  Internet,”  he 


continued.  “We  are  involved  because  we 
did  not  want  to  see  government  regulat¬ 
ing  free  speech,  and  because  we  truly 
didn’t  understand  what  would  have 
constituted  indecent  communication. 
The  law  created  a  minefield  for  anyone 
to  communicate  online.” 

Jane  Kirtley,  executive  director  of  the 
Reporters  Committee  for  Freedom  of 
the  Press,  which  joined  in  the  amici 
curiae  brief,  commented  that,  “The  les¬ 
son  of  this  is  that  you  need  to  define 
your  terms.  Given  the  international 
nature  of  the  Internet,  it’s  not  feasible  to 
come  up  with  a  definition  [of  indecen¬ 
cy]  that  works  in  all  places  at  all  times 
—  and  that’s  fine  with  me.” 

Further,  in  drawing  parallels  to  other 
media  and  noting  that  a  Newspaper 
Decency  Act  or  Village  Green  Decency 
Act  would  be  unconstitutional,  the 
court  sent  a  “clear  message  that  you 
can’t  use  your  fear  of  technological 
breakthroughs  to  justify  violating  the 
constitution,”  Kirtley  added. 

Kirtley  also  said  that  while  expedited 
appeal  to  the  Supreme  Court  is  mandat¬ 
ed  in  this  case,  there  is  no  guarantee  the 
justices  will  take  the  case.They  could  let 
it  stand  without  comment. 

Freedom  Forum  First  Amendment 
ombudsman  Paul  McMasters  said  he 
thought  the  decision  was  going  to  be 
good,  “but  I  never  thought  it  was  going 
to  be  this  good.” 

“It  just  goes  to  show  you  what  good 
public  officials  can  do  when  they  both¬ 
er  to  understand  the  speech  they’re 
about  to  regulate,”  McMasters  said,  not¬ 
ing  that  in  the  opinion’s  findings  of  fact, 
the  judges  “rendered  one  of  the  best 
explanations  of  how  the  Internet  works 
that  exists.” 

In  addition,  McMasters  noted  that,  “If 
this  decision  is  upheld,  and  it  certainly 
deserves  to  be,  we  will  have  been  cata¬ 
pulted  into  the  next  century  of  free 
expression  jurisprudence  —  and  I  can’t 
think  of  a  better  vehicle  to  ride  in  on.” 


Greer  steers 
’em  wrong 

Fed  up  with  a  deluge  of  telephone 
calls  from  reporters,  an  Arkansas 
i  woman  with  the  same  name  as  a 
i  Whitewater  juror  lied  and  told  the 
i  media  that  she  was  on  the  jury  and  had 
I  been  influenced  by  pretrial  publicity. 
Janice  L.  Greer,  a  33-year-old  conven¬ 


ience  store  clerk,  spoke  to  reporters 
hours  after  the  jury’s  decision  to  con¬ 
vict  former  Clinton  business  partners 
Gov.  Jim  Guy  Tucker  and  Jim  and  Susan 
McDougal  on  fraud  and  conspiracy 
charges.  Greer  said  that  an  article  she 
saw  before  the  trial  “probably  played  a 
little  bit  of  a  part”  in  the  guilty  verdict. 
However,  she  was  not  connected  to  the 
trial  at  all.  In  fact,  the  actual  Whitewater 
juror  is  named  Janice  R.  Greer,  and  is  a 
47-year-old  nurse.  She  has  not  made  any 
public  comment  on  the  Whitewater  ver¬ 
dict. 

Jim  Jackson,  a  lawyer  for  the  non¬ 
juror  Greer,  said  that  his  client  tried  to 
refer  the  numerous  media  calls  to  the 
hospital  where  the  real  juror  worited. 
However,  she  could  not  be  reached  and 
someone  at  the  hospital  told  the  non¬ 
juror  Greer  to  simply  pretend  she  was 
part  of  the  trial. 

“She  was  just  told  to  tell  them  what¬ 
ever  they  wanted  to  hear  and  that 
would  make  them  go  away,”  Jackson 
told  the  Associated  Press.  Jackson  added 
that  he  isn’t  sure  if  his  client  falsely  told 
reporters  that  she  was  the  real  juror. 

“She  isn’t  sure  what  she  said,”  he  said. 

However,  a  reporter  for  the  New  Yoric 
Daily  News  said  that  when  he  asked 
whether  Greer  had  servred  on  the  jury, 
she  replied,  “yes  sir.” 

—  Dorothy  Giobbe 

Russian  press 
under  siege 

JOURNAUSTS  IN  RUSSIA  face  a  future 
fraught  with  danger,  no  matter  who 
wins  the  upcoming  election. 

That’s  the  conclusion  of  the  Com¬ 
mittee  to  Protect  Joumalists.The  jour¬ 
nalism  watchdog  organization  says  that 
the  Russian  press  has  suffered  the  most 
violent  attacks  in  decades  while  Yeltsin 
has  been  in  office.  Further,  the  govern¬ 
ment  has  not  seriously  investigated  or 
prosecuted  any  of  the  13  assassinations 
of  Russian  journalists  that  have 
occurred  since  1994. 

Among  CPJ’s  findings: 

♦  At  least  eight  journalists  have  been 
killed  in  Mafia-like  executions  in  Moscow 
and  the  provinces. 

♦At  least  five  journalists  have  been  killed 
while  covering  the  war  in  Chechnya.  Four 
more  are  missing  and  presumed  dead. 

♦  Several  journalists  have  been  sub¬ 
jected  to  assassination  attempts  or  have 
received  death  threats. 
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Curley 

Continued  from  page  14 

Curiey  said  if  newspapers  “can’t  sell 
advertising  based  on  those  one-sided 
numbers,  then  there  is  something  wrong 
with  us.” 

He  said  the  computer  ad  category 
numbers  don’t  look  as  impressive,  but 
he  pointed  out  that  although  46%  look 
at  newspapers  first,  only  21%  look  at 
magazines  first,  and  magazines  were 
second. 

“That’s  still  a  lead  of  two  to  one,”  he 
pointed  out. 

Curley,  in  closing,  stressed  newspa¬ 
pers’  need  to  continue  to  be  quality  con¬ 
scious. 

“Production  quality  must  be  consis¬ 
tently  good,”  he  said.  “If  the  photos  with 
the  stories  and  in  the  ads  are  a  bit  out  of 
register,  it  affects  our  abifity  to  sell 
national  advertisers  on  the  concept  that 
we  can  make  a  positive  difference  in 
their  sales  campaigns. 

“You  don’t  see  ads  on  TV  that  are  a  lit¬ 
tle  bit  out  of  register.  We  can’t  do  it 
either.  And  let’s  get  rid  of  the  roller 
maiks  and  all  those  little  things  that  con¬ 
tribute  to  a  feeling  that  quality  fells  a  lit¬ 
tle  bit  short.” 
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AP 

Continued  from  page  38 

AP  receives,  from  members  and  com¬ 
mercial  users,  as  many  as  70,000  requests 
a  year  for  archi\’al  images,  as  part  of  an 
overall  historical  news  photo  business 
worth  an  estimated  $20  million  a  year. 

The  AP  Archive,  now  up  to  about 
165,000  digital  images,  is  testing  at  the 
Buffalo  News,  St.  Petersburg  Times  and 
New  London,  Conn.,  Day. 

AP  plans  to  put  three  commercial  pic¬ 
ture  users  online  within  weeks  and  to 
double  the  number  of  test  sites  in  July.  By 
the  end  of  the  year,  all  members  will  have 
access  through  a  Macintosh  computer 
linked  to  regular  phone  lines,  ISDN,  or 
the  Internet. 

Photo  Stream  files  contain  8 
megabytes  to  1 1  megabytes,  compressed 
to  600  kilobytes  and  producing  200  dpi 
resolution.  Files  of  historical  images  have 
18  megabytes,  1  megabyte  compressed, 
and  produce  resolution  of  300  dpi. 

Accessible  on  a  dial-up  system,  images 
are  searched  using  plain  language.  Pic¬ 
tures  are  downloaded  in  two  to  three 
minutes  by  modem,  slightly  over  one 
minute  by  ISDN  or  under  a  minute  by 
Photo  Stream. 

But  the  digital  image  archive  is  just 
one  step  of  the  technological  evolution 
AP  put  on  display  at  Nexpo. 

Its  multimedia  news  service,The  Wire, 
for  newspaper  Web  sites,  is  planned  for 
release  later  this  year.  It  will  carry  news 
in  the  form  of  text,  pictures,  graphics  and 
video,  all  generated  by  AP  staffers. 

Tlie  cost  to  members  is  free  this  year. 
Thereafter,  temporary  circulation-based 
prices,  from  $60  to  $395  a  week,  apply. 

In  alpha  testing  at  the  Dallas  Morning 
News  and  Newhouse  Newspapers  in 
New  Jersey,  it  includes  space  for  local 
ads. 

When  questioned,  editor  Ruth  Gersh 
said  AP  will  offer  The  Wire  to  TV  and 
radio  stations  members  at  the  same  price 
the  newspaper  in  the  market  pays. 

Ten  years  of  AP  archives  will  be  avail¬ 
able  for  Internet  products,  but  for  a 
price,  Gersh  said. 

Digital  photography  has  left  the  experi¬ 
mental  stage  and  is  quickly  expanding  as  a 
news-gathering  tool.  Over  500  AP  digital 
cameras  are  in  use  across  the  nation,  said 
business  development  chief  Tom  Brettm- 
gen,  who  said  one  paper  recouped  the 
cost  of  the  camera  in  a  year  in  savings  on 
photo  chemicals  and  film. 

AP’s  AdSend  ad  transmission  service  is 
generating  a  lot  of  money  and  is  sched¬ 
uled  to  add  color  capacity  in  the  third 
quarter  of  this  year,  he  said. 

The  AP  Preserver  photo  archive  is 


installed  at  45  papers  and  is  adding  text 
capacity  through  an  agreement  with 
Data  Times  and  its  EyeQ  Publisher  text 
archive  system.  The  combined  systems 
can  be  used  on  a  newspaper’s  intranet  or 
to  build  a  Web  archive. 

“In  the  past,  editors  used  two  different 
terminals  in  different  parts  of  the  news¬ 
room  to  conduct  separate  photo  and  text 
searches.  Now,  it’s  all  on  one  desktop 
with  an  easy  to  use  browser,”  said  Bret- 
tingen. 

Through  a  new  contract  with  AT&T, 
AP  members  may  be  entitled  to  dis¬ 
counted  phone  service. 

Reviewing  AP’s  technology  moves, 
vice  president  John  Reed  referred  to  a 
“holistic”  approach  to  information  distri¬ 
bution  and  multipurpose  technology, 
such  as  the  AP  Server,  testing  in  Europe 
and  Asia. 

Asked  about  the  availability  of  the 
server,  a  PC-based  multimedia  receiver, 
Reed  said  AP  had  no  immediate  plans  to 
install  them  as  replacements  for  the 
AP/Leaf  picture  desk.  But  he  said  servers 
would  replace  the  proprietary  systems 
“eventually.”  Meanwhile,  the  server  will 
go  on  sale  for  $12,000,  beginning  in 
October. 

Acknowledging  that  the  graphics 
delivery  system,  an  aging  satellite  net¬ 
work,  was  next  on  the  upgrade  list,  he 
said  AP  was  considering  plans  to  distrib¬ 
ute  graphics  on  the  Internet  or  on  the 
AdSend  server,  which  would  require  a 
software  fire  wall  between  the  ad  data- 
ba.se. 

John  CranfiU  of  the  Dallas  Morning 
News  said  the  inability  to  take  PDF  files 
from  AdSend  and  put  them  into  Quark 
files  for  output  was  an  “enormous  prob¬ 
lem”  and  requested  a  “trade-in”  so  the 
Morning  News  could  recoup  some  of  its 
investment  in  three  Leaf  desks. 

To  see John  Reed’s  discussion  about  AP’s 
technological  strategy,  visit  Editor  &  Pub¬ 
lisher  Interactive  (http://tvww.media- 
info.com). 


N.Y.  Times  buys 
Quad/Tech  system 

Quad/tech  inc.  woi  supply  the 
automatic  color-to-color  register 
control  systems  for  all  11  Goss  Colorline 
presses  being  installed  at  the  New  York 
Times,  the  Sussex,  Wis.-based  company 
announced  at  Nexpo. 

The  sale  of  the  Register  Guidance  Sys¬ 
tems  V  Series  N  register  control  system 
to  the  Times  is  the  largest  single  order  in 
Quad/Tech’s  16-year  history,  the  com¬ 
pany  said. 
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Shaftless 

Continued  from  page  18 
removed  the  shafts.” 

KBA  itself  refers  to  the  Comet’s 
arrangement  as  a  “decentralized  drive.” 

Goss’  Colorliner  80  works  in  a  similar 
way,  placing  one  motor  on  each  bridge 
unit.  Goss  calls  this  system  “distributed 
drive”  or  “unit-to-unit”  shaftless. 

These  systems  are  not  considered 
“true”  or  “full”  shafdess,  but  they  never¬ 
theless  offer  immediate  benefits  for  many 
newspapers. 

For  one  thing,  getting  rid  of  the  hori¬ 
zontal  shaft  and  its  related  clutches 
immediately  improves  access  to  the 
press  and  eases  maintenance.  The  need 
for  straight  sheet  web  compensators  is 
gone,  too,  because  cut-to-length  registra¬ 
tion  can  be  achieved  by  phase  drifting  a 
printing  unit  relative  to  the  folder. 

Color  registration  improves  because 
the  elimination  of  gear  assemblies  also 
eliminates  the  torsion  changes  and  back¬ 
lash  caused  by  tiny  gaps  in  gear  meshing, 
said  ABB’s  Koch. 

“You  eliminate  the  equipment  for  reg¬ 
istration.  This  is  really  a  simple  thing,” 
Koch  said. 

Though  it  falls  short  of  “true”  shaftJess, 
this  system  also  allows  enormous  flexi¬ 
bility  in  stacking  printing  units  and 
threading  webs. 

But  true  pagination  goes  the  distrib¬ 
uted  or  decentralized  drive  one  better. 
Where  distributed  drives  use  one  motor 
to  drive  each  printing  unit,  true  pagina¬ 
tion  uses  one  motor  for  each  printing 
couple. 

The  Wifag/ABB  system  is  a  good  exam¬ 
ple  of  this  system.  In  addition  to  the  ben¬ 
efits  of  distributed  drives,  this  arrange¬ 
ment  permits  individual  couples  to  be 
stopped  for  setup  or  cleanup,  or  to 
change  plates  or  page  counts  while  the 
press  continues  to  run. 

While  there  are  obvious  advantages  for 
many  newspapers  in  true  shaftless,  there 
ate  also  some  downsides. 

As  Goss’  European  marketing  head 
Stamp  puts  it  dryly,  “That  can  be  a  lot  of 
control  opportunities  for  people.” 

“It  takes  entirely  different  skill  sets,” 
Goss’  Barbara  Gora  added.  “Something 
like  this  could  be  a  black  hole  for  a  news¬ 
paper  which  is  not  sophisticated.” 

The  Goss  approach,  its  executives  say, 
is  to  continue  to  offer  both  conventional 
shaft  and  distributed  drive  shaftless  — 
while  continuing  intense  research  and 
development  on  true  shaftless. 

“We  are  not  going  to  be  in  the  position 
of  shoving  technology  at  the  customer, 
which  is  what  Wifag  is  doing,”  Goss  Pres¬ 
ident  Robert  M.  Kuhn  said.  “Customers 


hear  the  hype  now  . . .  [but]  they’U  sud¬ 
denly  wake  up.” 

If  there  is  verbal  sniping  among  ven¬ 
dors,  however,  it  remains  only  back¬ 
ground  static  to  increasingly  full-throated 
enthusiasm  for  shaftless. 


■Rilsa  World  Publishing  Co.  President 
Ken  Fleming,  for  instance,  appears  very 
happy  to  be  marching  in  the  shaftless 
parade. 

“Look,  I  know  presses,”  Fleming  said  at 
the  announcement  of  the  Wifag  sale  to 
the  Tulsa  World.‘‘l  was  on  the  [American 
Newspaper  Publishers  Association]  Tech¬ 
nical  Committee  20  years  and  it  takes  a 
lot  to  impress  me.  And  I  was  impressed.” 


Printing  press 
training  goes 
high  tech 

WITH  NEWSPRINT  PRICES  stiU  at 
historically  high  levels  and  more 
publishers  ninning  their  presses  around 
the  clock,  newspapers  are  looking  to 
alternatives  to  hands-on  training  of  press 
operators. 

MAN  Roland  Inc.  and  the  French  soft¬ 
ware  developer  Sinapse  formally  intro¬ 
duced  a  training  alternative  at  this  year’s 
Nexpo:  a  simulator  that  lets  a  novice  or 
retraining  operator  make  his  mistakes  on 
a  computer  screen  and  not  on  news¬ 
print. 

The  SIR  (Simulation  and  Interaction 
for  Rotary  presses)  Coldset  simulator 
apes  both  the  press  and  its  controls.  Fac¬ 
tors  from  ink  tack  to  blanket  condition 
to  tucker  blade  height  can  be  manipu¬ 
lated  to  challenge  trainees  with  the  same 
conditions  they  will  face  on  an  operat¬ 
ing  offset  press. 

Trainees  instantly  see  the  results  of 
their  work  —  good  or  bad  —  on  a  com¬ 
puter  monitor  that  shows  two  views  of 
eight  newspaper  pages,  simulating  the 
front  and  back  of  the  web  in  a  double¬ 
width  press. 

SIR  Coldset  simulates  slurring,  scum¬ 
ming  and  other  comment  print  out¬ 
comes.  Other  features  include  magnified 
images  of  dot  gain  and  an  on-screen  den¬ 
sitometer. 

“The  basic  idea  of  a  simulator  in  the 
printing  industry  is  not  new,  but  we 
wanted  to  develop  a  simulator  specifi¬ 
cally  for  newspapers,”  said  Roland  War- 
muth,  director  of  training  at  MAN 
Roland’s  Groton,  Conn.,  training  center. 

At  Groton,  the  simulator  —  which  is 
also  available  to  newspapers  as  a  stand¬ 
alone  product  —  is  the  third  in  a  three- 
step  process. 


Trainees  are  first  given  seminariike 
instructions  on  the  offset  process  and  on 
the  individual  components  of  a  press. 
When  training  on  the  simulator  is  com¬ 
plete,  the  trainees  are  ready  for  practice 
on  a  real  press. 

Typically,  Warmuth  said,  operators  in 
the  Groton  program  are  retraining  from 
letterpress. 

“We  approach  them  as  adults,  not  as 
students,  because  they  know  how  to 
print,”  Warmuth  said. 

Training  typically  takes  a  week,  and 
the  simulator’s  testing  ability  ensures 
that  instructors  know  if  a  trainee  is 
thinking  like  an  offset  operator. 

“We  can  create  problems  and  evaluate 
what  approach  [a  trainee]  takes,”  War¬ 
muth  said. 

“We  know  if  he  is  ready,  or  if,  like  an 
apple,  he  needs  a  little  more  sun  on  the 
tree  before  I  put  him  in  the  box.” 

—  Mark  Fit^erald 

Tensor  building 
offices,  plant 

Tensor  group  INC.  is  building  a  new 
corporate  headquarters  and  manufec- 
turing  plant  in  Woodbridge,  Ill.,  the  press 
maker  armounced  at  Nexpo. 

The  40,000-square-foot  facility  will 
house  manufacturing,  engineering  and 
service  functions,  as  well  as  .serving  as  cor¬ 
porate  headquarters. 

like  its  present  headquarters  in  Willow- 
brook,  m.,  the  new  site  is  located  in  a 
Chicago  suburb. 


We'll  locate  it, 
negotiate  it, 
remove  it,  i^iU  it, 
customize  it, 
traim^  it,  install  it 
and  stand  beMnd  it 

(Or  just  sel  it  “as  is.”) 

Our  85  years  of  experience  and  turn-key 
capabilities  have  made  us  the  resource  for 
pre-owned  presses  woridwide.  From  single 
width  to  double  width,  the  presses  we  hwdle 
are  as  varied  as  the  ways  we  handle  them. 
For  the  complete  menu  (or  just  a  very  good 
price)  call  1-800-255-6746. 


14500  West  105th  Street 
Lenexa,  Kansas  66215 
913-492-9050  •  Fax  913-492-6217 
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NLGJA 

Continued  from  page  13 

♦  Health-,  dental-  and  vision<are  insur¬ 
ance  and  COBRA-equivalent  coverage. 

♦  Employee  assistance  program  ser¬ 
vices  such  as  substance  abuse  counseling. 

♦  Family  and  medical  leave. 

♦  Funeral  or  bereavement  leave. 

♦  Parenting  leave,  child-care  services, 
adoption  assistance  and  dependent-child 
scholarships. 

♦  Beneficiary  designations  for  pensions 
and  other  income  benefits. 

♦  Travel  and  relocation  benefits  for 
interviewing  or  moving. 

♦  Financial  counseling. 

♦  Flexible  spending  accounts  such  as 
funds  for  health-  or  child-care  expenses. 

The  NLGJA  is  offering  trained  facilita¬ 
tors  to  news  organizations  at  no  charge 
—  although  some  travel  reimbursement 
may  be  required  in  some  parts  of  the 
country  —  and  also  is  willing  to  train  in- 
house  facilitators  for  the  program. 


Shop  Talk 

Continued  from  page  68 

Like  all  things  Indian,  the  Indian  pub¬ 
lishing  industry  is  ever  changing,  yet 
never  changing. 

It  is  changing  in  its  reach,  in  its  diver¬ 
sity,  in  the  technologies  at  its  command. 
But  it  is  never  changing  in  its  commit¬ 
ment  to  certain  values  that  date  back  to 
our  freedom  struggle. 

India  will,  within  a  decade,  be  the  sec¬ 
ond-largest  English  press  in  the  world, 
next  to  only  the  U.S.This  optimistic  pro¬ 
jection  has  much  to  do  with  the  opening 
up  of  the  Indian  economy.  Also,  since 
news  on  terrestrial  TV  is  largely  govern¬ 
ment  controlled,  TV  is  largely  seen  as  an 
entertainment  medium.  I  expect,  there¬ 
fore,  that  it  will  take  a  decade  or  more 
before  TV  news  can  impact  newspapers 
in  India. 

ROLE  OF  NEWSPAPERS 

What,  then,  is  expected  of  a  newspa¬ 
per  in  a  large  and  diverse  democracy? 

The  duty  of  a  free  press  is  to  report, 
explain,  analyze  and  even  challenge  at 
times.  This  is  the  inherent  strength  of 
newspapers  in  a  developing  country  like 
India,  where  the  freedom  of  the  press  is 
unrestricted.  Our  people  expect  our 
newspapers  to  go  far  beyond  mere 
reporting  of  news,  and  don  a  steering 
mantle  when  the  need  may  arise.  The 
press  in  India  has  done  so  several  times 
in  the  past. 

In  India,  newspapers  cannot  be  pas¬ 
sive  disseminators  of  news.They  have  to 


reflect  plurality  of  opinion,  and  encour¬ 
age  debate,  with  an  objective  to  serve 
society  and  uplift  filling  societal  values.  I 
must  say  with  pride  that  the  Indian  press 
is  performing  its  duties  magnificently  in 
this  regard. 

Since  TV  and  radio  cannot  play  this 
role,  newspapers  will  continue  to  grow. 

The  Internet  and  other  electronic  dis¬ 
semination  means  —  which  include  fax, 
voice  mail,  cyberspace  and  the  like  — 
could  certainly  deliver  newspapers,  but 
for  the  next  decade  or  more,  I  do  not  see 
them  replacing  print  media  in  India  in 
any  significant  way.  I  expect  electronic 
newspapers  to  be  more  information-  and 
data-oriented. 

In  fact,  I  expect  electronic  and  print 
media  to  actually  complement  each 
other.  This  would  give  newspaper  man¬ 
agements  the  opportunity  to  increase 
profitability.  I  foresee  what  I  call  trans¬ 
media  advertising,  wherein  advertisers 
will  be  able  to  have  a  packaged  media 
plan  across  print,  electronic  and  audio¬ 
visual  media.  At  the  Indian  Express 
Group,  we  already  have  begun  to  offer 
such  synergies  to  advertisers. 

Apart  from  the  natural  outcome  of  the 
development  and  realignment  of  these 
new  media,  we  must  appreciate  that  no 
publication  could  ever  hope  to  attain  the 
reach  of  television. 

The  economies  of  scale  won’t  permit 
it,  even  as  the  overheated  newsprint  mar¬ 
ket  is  cooling  down. 

The  challenge  for  the  press,  therefore, 
is  to  acquire  manageable  reach  as  well  as 
a  maricetable  brand  personality  without 
compromising  on  its  role  as  the  Fourth 
Estate. 

At  the  Indian  Express  Group,  however, 
reach  has  not  been  a  serious  problem. 
Ours  is  not  only  a  nationwide  chain  of  17 
editions  of  the  Indian  Express  with  an 
average  daily  readership  of  over  3  mil¬ 
lion,  but  also  a  conglomerate  of  an  eight- 
edition  financial  daily  and  an  array  of 

The  most  striking 
characteristic  of  this 
hunger  for  information 
is  that  the  majority  of 
newspaper  or  magazine 
readers  spend  as  much 
as  they  would  on  a 
half  liter  of  milk  every 
day,  in  a  country  whose 
per  capita  income  is 
$227  (US.)  per  annum 


publications  published  in  six  Indian  lan¬ 
guages  and  English  with  a  combined 
readership  of  over  1 1  million. 

This  does,  however,  bring  me  to 
another  reality  in  newspaper  publishing. 
Newspapers  cannot  be  everything  to 
everybody. 

Specific  segments  will  have  to  be 
catered  to  by  niche  publications. 

At  the  Indian  Express  Group,  we  have 
been  quick  to  see  the  future  in  niche 
publications.  We  have  created  a  separate 
division  which  publishes  sharply  seg¬ 
mented  niche  publications,  addressing 
target  audiences  in  various  industrial  and 
commercial  segments. 

These  niche  publications  liave  been 
successful  both  as  credible  information 
providers  and  as  advertising  revenue  gen¬ 
erators. 

Further,  as  part  of  my  own  commit¬ 
ment  to  societal  issues,  we  made  a  con¬ 
scious  move  to  position  the  mother 
brand  as  a  responsible  corporate  citizen 
by  not  only  stepping  up  coverage  of 
socially  relevant  issues  (like  the  environ¬ 
ment,  health  and  development  of  women 
and  children),  but  also  organizing  activi¬ 
ties  in  these  areas  (like  cancer  detection 
camps  and  races  against  pollution).  We 
are  also  continuously  creating  campaigns 
on  important  social  issues  like  dowry,  old 
age,  female  feticide,  etc.,  and  running 
them  in  our  group  publications. 

These  are  exercises  in  building  an 
identifiable  brand  personality  and  distin¬ 
guishing  our  readership  segment.  We 
have  been  able  to  prove  with  our  efforts 
to  advertisers  that  Indian  Express  readers 
are  not  passive  recipients  of  information: 
They  are  active  information  users  and 
agents  of  change  within  their  communi¬ 
ties,  collectively  constituting  an  ideal  tar¬ 
get  audience. 

As  a  matter  of  fact,  we  have  had  our 
readers  constitute  special  action  groups 
under  the  banner,  “Express  Citizens 
Forum,”  which  have  directly  taken  up 
civic  and  other  issues  of  their  city. 

If  the  Indian  Express  Group  is  experi¬ 
encing  a  frenetic  pace  of  diversification 
today,  it  is  because  of  certain  positive 
straws  in  the  wind  —  positive  for  the 
Indian  press  as  a  whole. 

With  the  literacy  rate  rising,  the  mar¬ 
ket  is  definitely  poised  for  a  giant  leap 
forward.  The  audience  to  watch  in  this 
growth  phase  will  be  the  neo-literates, 
whose  aspiration  to  become  a  part  of  an 
increasingly  visible  middle  class  will  be 
reflected  not  only  in  a  consumer-sector 
boom,  but  also  in  the  rising  demand  for 
publications. 

Among  literate  Indians,  wherever  they 
may  be  placed  on  the  economic  ladder, 
education  is  seen  as  an  investment  in 
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upward  mobility  that  circumvents  both 
caste  and  class  hierarchies;  and  newspa¬ 
pers  are  regarded  as  a  part  of  the  entire 
process. 

Television,  on  the  other  hand,  is  still 
considered  an  entertainment  medium. 

The  most  striking  characteristic  of  this 
hunger  for  information  is  that  the  major¬ 
ity  of  newspaper  or  magazine  readers 
spend  as  much  as  they  would  on  a  half¬ 
liter  of  milk  every  day,  in  a  country 
whose  per  capita  income  is  $227  (U.S.) 
per  annum. 

It  makes  us  look  forward  to  an  excit¬ 
ing,  though  challenging,  future,  espe¬ 
cially  because  the  advertising  market, 
too,  promises  to  grow  at  a  heartening 
pace,  thanks  to  the  double-digit  growth 
rate  registered  by  the  industrial  sector, 
as  well  as  the  steady  stream  of  incom¬ 
ing  multinational  corporations.  The 
challenge  for  us  is  to  cash  in  on  this 
great  opportunity  and  build  our  plural¬ 
istic  tradition  of  providing  credible 
news  and  views,  reflecting  India’s 
democratic  traditions  and  cultural  diver¬ 
sity. 

Another  important  issue  that  newspa¬ 
per  managements  in  India,  and  perhaps 
the  world,  need  to  deal  with  is  to  have 
the  ability  to  respond  to  these  constant!)' 
changing  market  forces.  After  all,  it  is  no 
longer  politics  or  social  issues  that  dic¬ 
tate  boundaries,  but  economic  factors 
that  do  so. 

Newspapers  will  have  to  be  newspa¬ 
pers  which  people  want  to  read  and  not 
have  to  read.  In  a  fast-changing  scenario, 
management  decisions  will  have  to  be 
fast,  even  if  they  are  not  necessarily  the 
best  ones. 

Managements  themselves  will  have  to 
be  extremely  flexible  and  ready  to  learn. 
At  the  Indian  Express,  we  have  managed 
ourselves  with  a  very  young  and  lean 
core  team  and  kept  our  fixed  overheads 
low  so  as  to  avoid  the  financial  trap  most 
publishing  houses  face. 

Market  forces  will  also  precipitate  the 
need  for  buyouts,  mergers  and  strategic 
alliances  in  the  Indian  media  scene.  1  do 
not  see  the  possibility  of  foreign  owner¬ 
ship  of  Indian  print  media  in  the  near 
future. 

However,  since  free  flow  of  news  and 
information  is  permitted,  strategic 
alliance  in  the  form  of  syndication,  infor¬ 
mation  exchange,  marketing  collabora¬ 
tions  and  the  like  could  definitely  be 
expected. 

1  see  the  large  Indian  publishing  organ¬ 
izations  consolidating  their  market 
shares  through  acquisitions  and  mergers. 
Most  cities  in  India  will  reduce  to  a  max¬ 
imum  of  two-  or  three-newspaper  cities. 

What  the  press  must  nonetheless 


guard  against,  even  as  it  grows,  is  the  pos¬ 
sibility  that  the  medium  itself  becomes 
dominated,  fueled  and  possibly  even  con¬ 
trolled  by  advertising,  much  like  televi¬ 
sion  is.  Many  newspaper  managements, 
particularly  maricet  leaders,  tend  to  turn 
their  newspaper  into  a  “utilitarian  prod¬ 
uct.” 

1,  however,  firmly  believe  that  newspa¬ 
pers  must  continue  to  report  without 
fear  or  favor  and  retain  their  activist  role 
in  society. 

The  newspaper  of  tomorrow  should 
not  be  a  compendium  of  ads,  inter¬ 
spersed  with  news.  It  must  retain  its 
function  as  a  disseminator  of  informa¬ 
tion,  as  a  change  agent  and  as  a  powerful 
tool  for  the  people.  It  must  be  emotion¬ 
ally  appealing,  especially  for  the  youth 
segment,  the  “X  Generation.”  If  not,  older 
readerships  will  not  be  replaced  by 
younger  ones. 


Financial 

Continued  from  page  27 
Tribune/Swab-Fox,  with  four  each. 

♦  Only  a  handful  of  companies  — 
including  Gaimett,  New  York  Times  and 
Times  Mirror  Co.  —  have  issued  public 
debt  in  recent  years. 

The  biggest  year  for  such  offerings 
was  1993,  when  public  debt  totaled  $796 
million. 

♦  There  were  only  four  private  place¬ 
ments  in  the  last  several  years. 

♦  In  contrast  with  the  relative  dearth  of 
equity  and  debt  offerings  among  public 
newspaper  companies,  redemptions 
were  plentiful.  Over  the  1S>91-1S>94  term, 
13  redemptions  were  completed,  tops 
among  transactions  other  than  M&As. 

In  1995,  considered  by  most  industry 
watchers  as  “the  year  of  the  M&A,”  Vero- 
nis,  Suhler  reported,  the  average  value  of 
each  of  350  announced  M&As  in  all  1 1 
communications-business  segments  was 
$2S>6.9  million,  nearly  triple  lS)94’s  level 
of  $105.1  million  and  almost  five  times 
the  $75.3  million  average  for  the  1S)90- 
1994  term. 

The  aggregate  value  of  all  publicly 
reported  transactions  —  including  M&As, 
IPOs,  public  debt,  private  placements, 
redemptions  and  joint  ventures  — 
reached  $98.2  billion  last  year,  a  73% 
increase  over  1994. 

According  to  the  investment  bank, 
the  resurgent  interest  in  communica¬ 
tions  concerns  and  the  acceleration 
in  transactions  can  be  attributed  to  four 
main  factors:  a  vibrant  economy,  a  height¬ 
ened  interest  in  new  media,  important 
regulatory  changes,  and  an  improved 
earnings  picture  in  key  segments,  includ¬ 


ing  broadcast  television,  cable  and  inter¬ 
active  digital  media. 

Of  the  2,072  transactions  recorded 
in  the  1990-1994  period,  1,286,  or 
62.1%,  were  M&As  and  accounted  for 
$75.8  billion,  or  50.7%,  of  the  value  of  all 
deals. 

The  most  active  segment  during 
the  1990-1S)94  period,  with  374  transac¬ 
tions,  was  subscription  video  services, 
which  includes  cable,  direct  broadcast 
satellite  and  wireless  cable.  Close 
behind  were  television-radio  broadcast¬ 
ing  and  business-information  services, 
with  343  and  335  transactions,  respec¬ 
tively. 

In  terms  of  total  dollar  volume,  filmed 
entertainment  led  all  segments,  with 
$48.1  billion,  or  32.2%  of  all  spending,  in 
the  five  years.  Subscription  video  was  the 
second-largest  category,  with  $36.4  bil¬ 
lion,  and  broadcasting  next,  with  $20.6 
billion. 

Business-information  services  also  tal¬ 
lied  a  significant  number  of  transactions, 
buoyed  by  the  need  for  corporate  infor¬ 
mation  and  the  appeal  of  new  delivery 
technology,  the  report  said.  But  the  total 
value  of  this  segment  came  to  only  $11 
billion. 


Profs  visit 
Kazakhstan 

TWO  OKLAHOMA  STATE  University 
professors  recently  visited  Kazakh¬ 
stan  to  lecture  at  Kazakhstan  State  Uni¬ 
versity. 

Professors  Jack  Hodgson  and  William 
Hickman  also  served  as  media  consul¬ 
tants  during  their  stay  from  May  25  to 
June  15. 

The  trip  was  sponsored  by  a  $258,000 
dean’s  exchange  grant  from  the  United 
States  Information  Agency. 

Most  common 
newspaper  names 

The  THREE  MOST  popular  names  for 
U.S.  daily  newspapers  are  the  News, 
Times,  and  Herald,  according  to  a  search 
of  the  Editor  &  Publisher  International 
Year  Book  database. 

The  News  placed  first,  with  333  news¬ 
papers  bearing  the  name. 

The  Times  and  Herald  followed  with 
176  and  132  newspapers,  respectively. 

Six  names  tied  for  the  least-frequemly 
chosen.  They  are:  the  Comet,  Courant, 
lyriller.  Guide,  Reformer  and  Truth.  Each 
of  the  six  is  the  name  of  just  one  news¬ 
paper  each. 
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1 1  W.  19th  Street  •  New  York,  NY  1001 1  •  Phone  (212)  6754380  •  Fax  (212)  929-1259 


AMUSEMENTS/UFESTYIIS 

THE  NUMBERS  GAME:  Bright  shorts, 
weekly,  15  papers.  This  month:  The 
Buzz  on  Bees,  Big  Bug  Picture,  Bingo 
Angles,  Baseball  Quiz,  Future  of  Love, 
Skydiving  Physics,  TV's  Missing 
Women;  Will  send  on  spec.  (216) 
932-5538 

ASTROLOGY 

Daily-Weekly-Monthly  Features 
Camera  Ready.  Time  Doto  Syndicate 
(603)  623-7733  or  (800)  322-5101 

AUTOMOTIVE 

CAR  FEATURES  ore  our  business:  Col¬ 
umns  available  on  rood  tests,  cor  core, 
auto  trivia/history.  (810)  573-2755. 


CALL  ABOUT 
OUR  LOW 

CONTRACT  RATES! 
(212)  675-4380,  EXT.  170 


_ BUSINESS _ 

BUSINESS  EDITORS 

You  con  create  your  own  lively  market¬ 
ing  column  -  doily  or  weekly  -  by  sub¬ 
scribing  to  Advertising  Age's  Doily 
World  Wire.  25  to  30  timely  stories 
and  shorts  compiled  by  the  leading 
authority  on  marketing  and  delivered 
to  you  each  day  by  e-mail  by  5  p.m. 
NY  time.  For  samples,  send  your  e- 
moil  to  Joe  Hanley,  CRAIN  NEWS 
SERVICE,  Phone:  (212)  254-0890, 
Fox:  (212)  254-7646. 

E-mail:  mglover@crain.com. 

GAMING/WALL  STREET 

HEARD  ON  THE  STRIP  -  Lively  weekly 
column,  inside  Los  Vegas.  ('News 
Before  It's  NEWS!)  Written  by  GAM¬ 
ING  TODAY  business  editor  Chuck  Di 
Rocco,  who  has  covered  the  casino 
capital  of  the  world  since  1975. 
Accent:  public  gaming  companies. 
Many  news  firsts  to  its  credit.  Samples 
call  (702)  798-1151. 


_ HUMOR _ 

IN  A  NUTSHELL:  Award-winning,  700 
words,  weekly.  Free  Samples:  Barbara 
Naness,  119  Washington  Ave.,  Staten 
Island,  NY  10314.  (718)  698-6979. 
http://www.interealm.eom/p/ nutshell 

She  tickles  funny  bones  and  touches 
hearts.  FAMILY  HUMORIST.  Deb  Di 
Sandro,  (847)  639-1232 


WHY  NOT  TAKE  A  CHANCE?  Weekly 
500  word  column,  first  6  months  free. 
Won't  last  long  at  these  prices.  Call  for 
Perry...(713)  802-2799.  You'll  like  it... 

MOVIE  REVIEWS 

MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  10940; 

(914)  692-4572. 

Fax  (914)  692-8311. 


When  it  comes  to  atoms,  language  can 
only  be  used  as  in  poetry. 

Niels  Bohr 


PUZZLES 


BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  •  fax  (409)  295-9624 
PO  Box  1 972,  Huntsville,  TX  77342 


PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4308/(909)  672-2594 

SYNDICATION  SERVICES 

Golf*Garden»Cyber«Cars*Hunx5r»More 
Camera-reacly»Modem»Disk»Free  Trial 
Daily-Weekly-Monthly  from  BULLEONE 
(216)  261-3423»Fax:  (216)  261-9656 

WORLD  WIDE  WEB 

WebPointers  Columns  exploin  the 
World  Wide  Web  to  your  readers. 
Timely,  entertaining,  informative  copy 
attracts  younger  readers  &  new 
advertisers.  See  tor  yourself  WebPoin¬ 
ters'  archived  columns  with  active 
hyperlinks  at 

http:/ / www.webpointers.com 
Call  1  (§00)  784-5025  or  e-mail: 
webpartners@webpointers.com  for  one 
month's  free  trial. 


ANNOUNCEMENTS 


DAVID  R.  STILL 
CAPITAL  ENDEAVORS,  INC. 
Serving  the  Southeast 
Newspapers  &  Magazines 
Brokerage  and  Appraisals 
Box  895,  Lawrenceville,  GA  30246 
(770)  962-8399  FAX  (770)  962-8640 


NEWSPAPER  BROKERS 


625Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
P.O.  Box  442 
Clarksburg,  MD  20871 
Larry  Grlmes-Pres.-(301)  540-0636 
Tom  Sexton,  N.Engbnd  (617)  545-6175 
Wren  Barnett,  South  (704)  698-0021 
Ron  Holla,  Canada  E.  (61 3)  525-1666 


BILL  MAHHEW  COMPANY  conducts 
professionol,  confidential  negotiations 
for  sale  and  purchase  of  highest  quol- 
ity  doily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(813)  733-8053 

or  write  Box  3364,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


Buyers  or  sellers.  Call  Dick  Briggs. 
(864)  457-3846.  No  obligation. 
Sales  *  Appraisals  •  Consultirrg 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


Always  stay  in  your  own  movie. 

If  An  IfACAV 


NEWSPAPER  APPRAISERS 

NEWSPAPER  BROKERS 

C.  BERKY  &  ASSOCIATES,  INC.  j 

Consultants  •  Appraisals  •  Brokers  : 

(407)  368-4352  1 

123  NW  13th  St.,  Suite  214-8  j 

Boca  Raton,  FL  33432  i 

DAVE  GAUGER 

Sales  &  Appraisals 

Gauger  Media  Service,  Inc. 

Box  627,  Raymond,  WA  98577 
(360)  942-3560 

JAMES  W.  HALL,  JR. 
Newspaper 

Sales,  Appraisals,  Consultations 
Jim  Hall  Medio  Services 
410  Elm  St.,  Troy,  AL  36081 
(334)  566-7198 
Fax  (334)  566-0170. 


JIM  WEBSTER  &  ASSOCIATES 
Brokers,  Appraisers,  Operators 
(817)  599-5785 

31 5  York,  Weatherford,  Texas  76086 


MEDIAAMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)  626-6440  Fox  (909)  624-8852 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


PHILLIPS  MEDIA  SERVICES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  3308 
Merrifield,  VA  221 16-3308 
(703)  846-8410  Fax  (703)  846-8406 


RICKENBACHER  MEDIA  CO. 
Your  broker  for  Southwest 
and  Middle  America. 

3828  Mockingbird  Lane 
Dallas,  TX  75205 

(214)  520-7025  Fax  (214)  520-6951 


SOUTHERN  NEWSPAPERS,  INC. 
Dick  Smith,  President 
108  Jane  Cove-Clarksdale,  MS  38614 
(601 )  627-7906  Fax  601  -627-79063* 
W.C.  Shoemaker- Jerry  Mooney 
P.O.  Box  457,  Kosciusko,  MS  39090 
(601 )  289-2004  or  (800)  890-4706 
Fax  (601)  289-3254 


MICHAEL  D.  UNDSEY 
1221  N.  Kingston  St. 

Gilbert,  AZ  85233  (602)  81 3-9344 


Whitesmith  Publication  Services 
Rod  VYhitesmith,  (360)  892-7196 
Box  4487,  Vancouver,  WA  98662 


NEWSPAPER  BROKERS 


Bolitho-Cribb  Report  bHpY/www.iinl.nel/-jcribb/bcnport.btml 

Appraisal  -  Brokerage 

BOLITHO-CRIBB 
&  Associates 


Qualified  Brokerage 
for  over  70  years. 


Established  1923 


.  Appraisal  for  estate, 

ESOP,  partners,  bank. 


NEWSPAPERS  FOR  SALE 


FLORIDA:  Senior  publication, 
$200,000.  FLORIDA:  Panhandle 
weekly,  $325,000. 

Beckerman  Assoc.,  (813)  971  -2061 


GONE  FISHIN'-Monthly  recreational 
publication  on  maior  Texas  lake.  Ideal 
(or  retirees  who  still  haven't  washed  all 
the  Ink  out  of  their  blood.  Asking 
$75,000.  Bill  Berger,  Assoc.  Texas 
Newspapers,  1801  Exposition  Blvd., 
AusHn,  TX  78703,  (512)  476-3950. 


HERE'S  YOUR  CHANCE!  Award¬ 
winning  weekly.  Zone  2,  awoits 
journalist  with  talent  and  yen  to  own 
your  own.  Profitable  walk-in  operation, 
Mac-based  technology,  beautiful  rural 
lifestyle.  Price?  Good  homes  cost  more. 
Serious  inquiries:  Box  07798,  Editor  & 
Publisher. 


NORTHWEST  IOWA  COUNTY  SEAT 
A  thriving  weekly  in  one  of  Iowa's 
smallest  county  seat  towns;  also 
includes  complete  job  printing  shop; 
port  owner  of  profitable  common  sup¬ 
plement.  Annual  gross  over  $130,000; 
priced  to  sell  quickly  at  $85,(J00.  John 
van  der  Linden,  broker,  P.O.  Box  275, 
Spirit  Lake,  lA  51360.  (712)  336- 
2805. 


MARKET  LEADER  Profitable, 
editorially  outstanding  county-wide 
poid  weekly  with  additional  products. 
Zone  2,  visitor  area,  1  30-f  years  in 
business.  Bills  $330,000,  turnkey 
operation,  loyol  customer  base.  Reply 
to  Box  07797,  Editor  &  Publisher. 

UPSTATE  New  York-Shopping  Guide. 

Excellent  growth  potential.  Send 

inquiries  to  Box  07830,  Editor  &  Pub- 


DON’T 

SWEAT 


ETAILS. 

Essential  data  from  the  researchers  at 
Editor  &  Publisher 


Market  G 


-I  Yes!  Please  rush  me  the  publication(s)  or  CD-ROM 
items  I’ve  indicated  below.  My  credit  card  number  or 
payment  is  enclosed. 

_ Copies  of  the  Market  Guide  at  $100  each 

_ The  Market  Guide  and  CD-ROM:  $395.* 

Total  for  this  order  $ _ .  Payment  must  accompany  order. 

Exclusive  data  on  U.S.  and  Canadian  newspaper  markets. 

Name _ 

Company _ _ _ 

Street  Address _ _ _  _ 

City _ State _ ^ _ 

Phone _ Fax _ 

J  Check  enclosed  (payable  to  Editor  &  Publisher  Market  Guide)  $US  drawn  on 
US  bank  only. 

-J  Charge  my  Visa  J  MasterCard  # _ 

Exp.  Date _ Signature _ 

(Required  on  credit  card  orders.) 


-1 1  want  to  know  more.  Please  send  me  information  about  the  Market  Guide. 
□  I  want  to  know  more  fast.  Please  call  me. 

Your  Business  (Check  one  Category  Only) 

1 .  J  Top  Exec.  Gen.  Man.,  Publ. 

2.  -I  Sales  &  Marketing 

3.  J  .\dv.  &  Promotion 

4.  J  Librarian 

5.  J  Editors 

6.  J  Circulation 

7.  -I  Secretaries 

8.  J  Production 

9.  J  Other  (Specify) _ 


International  Orders  (outside  U.S.  or  Canada):  $125  per  copy.  CA,  District  of 
Columbia,  NY,  Ohio  residents  please  add  applicable  sales  tax.  Canada  residents 
please  add  GST. 

♦  Network  version  available.  Please  call  (212)  675-4380,  ext.  509  for  pricing. 
For  technical  information  call  ext.  506. 


1*1  HI  I.S^II  K 


□  Yes!  Please  rush  me  the  publication(s)  or  CD-ROM 
items  I’ve  indicated  below.  My  credit  card  number  or 
payment  is  enclosed. 

_ Copies  of  the  Year  Book  and  Who’s  Where  at  $125 

NEW!  E&P  Year  Book  and  CD-ROM  without  listing 
capabilities:  $495.* 

NEW!  E&P  Year  Book  and  CD-ROM  with  listing 
capabilities:  $895.* 

Total  for  this  order  $ _ .  Payment  must  accompany  order. 

The  encyclopedia  of  the  newspaper  industry 


J I  want  to  know  more.  Please  send  me  information  about  the  Year  Book. 
□  1  want  to  know  more  fast.  Please  call  me. 


Company _ 

Street  Address _ 

City _ _ _ State _ Zip _ 

Phone _ . _ Fax _ 

□  Check  enclosed  (payable  to  Editor  &  Publisher  Year  Book)  $US  drawn  on 
US  bank  only. 

□  Charge  my  Visa  □  MasterCard  It _ 

Exp.  Date _ Signature _ 

(Required  on  credit  card  orders.) 


Your  Business  (Check  one  Category  Only) 

1.  □  Top  Exec.  Gen.  Man.,  Publ.  . 

2.  -I  Sales  &  Marketing  I 

3.  □  Adv.  &  Promotion  1 

4.  □  Librarian  1 

5.  -1  Editors  ! 

6.  □  Circulation 

7.  □  Secretaries 

8.  □  Production 

.  WHO'S 

WHfRk 

9.  □  Other  (Specifv) 

1  ^  l^vo 

International  Orders  (outside  U.S.  or  Canada):  $150  per  copy.  CA,  District  of 
Columbia,  NY,  Ohio  residents  please  add  applicable  sales  tax.  Canada  residents 
please  add  GST. 

*  Network  version  available.  Please  call  (212)  675-4380,  ext.  509  fcr  pricing. 
For  technical  information  call  ext.  506.  _ 
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ANNOUNCEMENTS 


NEWSPAPERS  FOR  SALE 

PRINTING/PUBLISHING  BUSINESS! 
Established  group  of  family  weekly 
newspapers  of  25  years  grossing 
$550,000,  Zone  2.  Send  inquiries  to 
Box  07810,  Editor  &  Publisher. 

REWARD  YOURSELF:  Newspapers  for 
sole,  weeklies  large  and  small.  Bill 
Berger,  Associated  Texas  Newspapers, 
Inc.,  1801  Exposition,  Austin,  TX 
78703.  (512)476-3950. 


SMALL  PAID  CIRCULATION  WEEKLY 
newspaper  in  Virginia.  Nice  location, 
growing  area,  big  potential,  $180,000 
gross.  Great  for  working  couple.  Priced 
for  quick  sale  at  $285,000.  Will 
finance  with  50%  down.  Reply  to  Box 
07828,  Editor  &  Publisher. 


NEWSPAPERS  WANTED 


AMERICAN  PUBLISHING  COMPANY 
is  aggressively  seeking  newspaper 
acquisitions  with  circulations  of  5,000 
or  greater.  APC  is  owner/operator  of 
420  publications,  including  112  daily 
newspapers.  All  correspondence  and 
discussions  are  confidential.  Contact: 

KENNETH  W.  COPE,  Exec.  V.P. 

1 006  West  Harmony 
Neosho,  MO  64850 
Phone  (41 7)  451-1520 


SEND  E&P  BOXREPUESTO: 

Editor  &  Publisher 
Classified  Ad  Dept. 

11  West  19th  S.t. 
New  York,  NY  10011 


NEWSPAPERS  WANTED 


AWARD-winning  Midwest  newspaper 
group  seeks  to  add  paid  newspapers 
to  its  group  of  fine  publications.  Large 
down  payments  or  all-cash  available. 
Seeking  medium-sized  and  large 
circulation  qualify  papers  and  groups. 
Management  welcome  to  stay  in  place. 
All  replies  guaranteed  held  confiden¬ 
tial.  Reply  to  Box  07148,  Editor  &  Pub¬ 
lisher. 


NEW  MEDIA  COMPANY  with  operat¬ 
ing  newspapers  seeks  community,  sub¬ 
urban  newspapers,  shoppers,  alternate 
delivery  systems.  Management 
encouraged  to  remain  and  participate 
in  investment.  All  inquiries  held  in 
strictest  confidence.  Reply  to  Box 
07688,  Editor  &  Publisher. 


PUBLICATIONS  FOR  SALE 


MID  SOUTH  AREA:  Three  niche 
tabloids,  highly  successful,  with  almost 
3/4  million  annual  gross.  Selling  at 
less  than  1/2  annual  gross.  Sale  due 
to  ill  health.  Distress  Sale.  Publications 
cover  eight  states.  No  news  staff  to 
deal  with.  Sales  personnel  paid  on  com¬ 
mission  only!  Staff  will  stay.  Can  net 
over  20%  with  more  experienced 
operator.  (901 )  276-71 1 1 


PUBUSHING  OPPORTUNITIES 


START  YOUR  OWN  Local  Mogazine. 
No  start-up  costs  and  low  printing 
prices.  Free  information  and  great 
ideas  from  the  Small  Publishers  Co- 
Op!  Call  Scott  at  (941 )  922-0844. 


I  do  or  die.  I  never  cancel  out. 


Pat  Nixon 


JOURNAUSM  AWARDS 


SECOND  ANNUAL 

Medill  School  of  Journalism/Strong 
Funds  awards  for  best  Midwestern  cov¬ 
erage  of  business  and  financial  news 
for  me  investor. 

Open  to  dailies,  weeklies,  monthlies 
and  broadcast  outlets  in  Illinois,  Indi¬ 
ana,  Iowa,  Michigan,  Minnesota, 
Missouri,  North  Dakota,  Ohio,  South 
Dakota,  Wisconsin,  for  work  published 
from  July  1,  1995  through  June  30, 
1996. 

Sponsors:  Medill  School  of  Journalism, 
Northwestern  University,  and  Strong 
Funds,  a  Milwaukee-based  group 
mutual  funds. 

A  $2,500  PRIZE  for  the  best  entry  in 
each  of  seven  categories: 

•Overall  coverage  of  news  for  the 
investor  by  a  daily,  weekly,  or  monthly 
news  organization. 

•Financial  columnist  (send  3  columns). 
•Spot  news  reporting  on  a  personal 
finance  topic  affecting  investors.  Daily 
newspaper  only. 

•Feature  or  column  on  a  personal 
finance  topic  affecting  investors.  Daily, 
weekly  or  monthly. 

•Profile  on  a  publicly-traded 
Midwestern  company  that  offers  useful 
information  for  investors.  Daily,  weekly 
or  monthly. 

•General  markets  coverage,  feature  or 
series,  that  helps  investors  understand 
stock,  bond  or  other  financial  markets. 
Daily  newspaper  only. 

•Broadcast  feature  or  series  useful  to 
investors. 

Deadline  JULY  15.  Applicants  should 
submit  original  and  one  copy  to  Jan 
Boudart,  c/o  Medill  School  of  Journal¬ 
ism,  Fisk  204,  Northwestern  University, 
Evanston,  IL  60208.  Attention;  Strong 
Funds/Medill  awards. 


WRITING  PROGRAMS 


UNIVERSITY  OF  VERMONT 
July  1 996  Summer  Writing  Program 
offers  Journalism  Workshops  in 
Feature  Writing  and  reporting  on  Pres¬ 
idential  Politics  for  serious  students  arxl 
professionals.  Award-winning 
journalists.  Tom  Wicker  and  Nancy 
Shulins. 

Call  (800)  639-3210  (or  information. 


NEWS 

MAKES  THE  DIFFERENCE 

•  Editor  &  Publisher  is 
NOT  a  monthly  journalism 

review. 

•  Editor  &  Publisher  is 
NOT  a  monthly  association 

house  organ. 

•  Editor  &  Publisher  is 
NOT  sponsored  by  a 
university,  society  or 

foundation. 

•  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 

NEWS  makes  the  difference 

EDITOR  &  PUBUSHER 
11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 


EQUIPMENT  &  SUPPLIES 


PRESSES 


FOLLOWING  IS  A  BRIEF 


PRESSES 


CAMERA  &  DARKROOM 

SQUeeze  Lens  mfg.  since  1 968.  Fine 
tune  process  camera  lens  alignment, 
focus  &  calibration  Herb  Carlbom 
'  CK  Optical  (310)  372-0372. 

MAILROOM 

BELL  &  HOWELL  8  station  inserting 
i  machine  Model  A340-C8  for  sale.  Con- 
I  tact  Donald  Day,  (800)  883-6930. 


[  GOOD  RECONDITIONED  Cheshire 
!  and  Kirk-Rudy  labeling  machines  with 

S  single  and  multiwide  label  heads  and 
j  quarter  folders.  Call  Scott  or  Tom  at 
i  (800)  527-1668  or  (21 4)  869-2844. 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fox  (770)  590-7267 

Refurbished  odd  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  MidAmerica  Graphics  at 
(800)  356-4886. 

USED  MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 

(407)  273-521 8  Fax  (407)  273-901 1 


It  ain't  bragging  if  you've  done  it. 

Dizzy  Dean 


_ PREPRESS _ 

BUY  PREPRESS  LAMPS/BULBS  DIREa 
from  the  factory  and  eliminate  the 
middleman  and  the  markup.  Lighting 
Manufacturer  for  over  25  years  offers 
replacement  lamps  for  plotemakers, 
cameras  and  contact  exposure  units  at 
factory  direct  prices.  Next  day  ship¬ 
ping.  UTETRONICS  Discharge 
1  (800)  LAMPS-LDI 

_ PRESSES _ 

GOSS  METRO  Excellent  Condition,  5- 
unit,  22  3/4"  cut-off,  1  full  color  deck, 
2  half  color  decks,  2  mono  units,  2:1 
double  output  (older.  Peripheral 
mailroom  and  plateroom  equipment. 
Available  Now.  Call  NewsTech  at 

(305)688-1407.  _ 

METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 


PRESSES  WANTED 


URGENTLY  REQUIRED 

Goss  metro  units  and 
complete  press  lines. 
Cut-off  22",  22  3/4"  23  9/16" 
Immediate 

confidential  decision. 

Box  07773,  Editor  &  Publisher 


DESCRIPTION  OF  A  FEW  OF  THE 
PRESSES  INLAND 
IS  CURRENTLY  OFFERING 

22"  cut-off  GOSS  COLORUNER  with  27 
printing  couples,  double  3:2  folder  &  9 
RTP's. 

•GOSS  METRO  223/4"  cut-off  with  one 
4-color  satellite  unit,  two  3-color  units 
&  two  mono  units. 

•2  GOSS  URBANITE  units  (1  mono  &  1 
tri-color),  22  3/4". 

•  7-unit  GOSS  COMMUNITY  w/SC 
folder,  22  3/4". 

•Add-on  GOSS  COMMUNITY  units 
(floor  position  or  converted  to  stacked 
position),  SC  folders  &  upper  formers. 
•2-unit  HARRIS  VI 5D  with  JFl  5  -  1 978 
vintage. 

•8-unit  NEWS  KING  wilh/KJ6  -  1967, 
76  &  81  vintage. 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

(913)492-9050, 

Fax  (913)  492-6217 


It's  funny  that  we  often  value  what  is  rare 
and  specialized.  What  is  truly  precious  is 
what  is  common  and  unspecialized. 

Caryl  Haskins 


METRO  LINER  TOWER 
PRESS  UNITS 
PUBLISHERS: 

A  UNIQUE 
OPPORTUNITY  TO 
RE-EQUIP 

Exclusive  Sale-  Outstanding 
metro-liner  plant  22”,  560  MM 
cut-off,  updated,  75,000  cph, 
48  Goss  metro-liner  units,  10 
4x1  metro  towers,  1976-1988 
with  excellent  colour  capacity, 
48  45”  Goss  digital  autopasters 
8  3/2  lap  and  pin  folders  8 
upper  balloon  formers 
8  intermediate,  former  arrange¬ 
ments  complete  with  stitchers 

The  very  latest  in  pic  thyristor 
drives  present.  Dampening 
timer  spray  dampners.  Modem 
press  control  systems  all  to  be 
fitted  with  the  most  advanced 
inking  technology  available. 

Printing  Press  Services 
Sellers  Street  Factory 
Preston,  Lancashire 
ENGLAND,  PRl  5EU 
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EQUIPMENT  &  SUPPLIES 

PRESSES 


2-Late  style  Goss  Urbanite  lines  includ¬ 
ing  36  total  components,  8  tri-color 
units,  3  folders.  28  mono  units,  1  w/ 
upper  former,  12  Cory  Pasters.  Still  in 
Production.  Used  5  hours  per  day, 
replacing  with  DBL  width  presses, 
machinery  in  excellent  condition,  like 
new.  By  using  1  3-color  unit  and  1 
mono  unit  stacked  you  have  4-color 
process  capacity.  Will  sell  complete 
press  line  or  components. 

BIX  Limited,  (847)  433-831 1 
Fax  (847)  433-8285/Highland  Park,  IL 


PRESSES 


WE  WANT  TO  BUY  YOUR 
EXCESS  PRESS  EQUIPMENT 
FOR  SALE: 

4- 1 0  Unit  Harris  V- 1 5D  w/2  JF4 
commercial  folders, 

AVAILABLE  IMMEDIATELY!! 

2-unit  Ductor  style  V-1 5A  w/JF7  folder 
1  Rebuilt  Community  floor  unit  1 975 
IMMEDIATE  DELIVERY!! 
GLOBAL  GRAPHICS,  INC. 

(91 3)  541  -8886  Fax  (91 3)  541  -8960 

All  news  is  an  exaggeration  of  life. 

Daniel  Schorr 


WANTED  TO  BUY 


CALL  US  -  WE  BUY 
Used  press  and  nrailroom  equipment 
Call:  Al  Taber  or  Bill  Kanipe 
ALTA  GRAPHICS,  INC. 

(770)  428-5817  Fax  (770)  590-7267 

IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
Wia  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (816)  887-2762. 


WE  ACCEPT 
MASTERCARDA^SA 
FOR  PAYMENTS 


WANTED  TO  BUY 

INTERESTED  IN  buying  a  Muller 
Martini  inserter  -  Model  #227-S. 
Please  call 

James  Hutchinson  or  Bill  Brown 
(800)  878-9537  Fax  (301 )  953-7220 

MINIMUM  OF  2  Community  oil  bath 
units  with  sidelay  and  running  circ. 
Stacked  units  ok.  Also  need  40  or  50 
HP  rpotor  with  controller,  or  additional 
(older.  Call  Patrick,  (970)  887-3334 

VENDING  SUPPUES 

40  NEWSRACKS  FOR  SALE,  formerly 
owned  by  major  West  Coast  dailies, 
good  condition,  $60  each,  (209)  486 
5600,  Mark. 


INDUSTRY  SERVICES 


CIRCULATION  CONSULTANTS 

KAMEN  &  CO.  GROUP  SERVICES 
Our  firm  develops  solutions  worldwide 
(516)  379-2797/(813)  786-5930 

CIRCULATION  SERVICES 

ABOVE  THE  CROV/D 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 


CIRCULATION  DEVELOPMENT  SOUTH 
Complaint  free  telemarketing  w/quality 
subscription  sales  and  guaranteed  col¬ 
lections.  Nationwide.  (800)  844-3581 


LEVIS  NATIONAL,  INC. 

"We  Deliver  More  Homes  To  Your 
NEWSPAPER" 
TELEMARKETING 
(800)411-5863 
Our  28th  Year 


CIRCULATION  SERVICES 


« 

INTERVEIVTIVIN'  - 
t  RETEKTiOK 
1-800-327-8463 


CIRCULATION  SERVICES 


JOHN  A.  BURKE 

Single  Copy  Sales  Special  Promotions 
Soles  Crews  Telemarketing 
Call/Fax  (516)  588-2735 


METRO  NEWS  SERVICE,  INC. 

"ResponseABIUTY" 
Nationwide  TELEMARKETING 
since  1975 
(800)  950-8475 
Horace  Southward 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
(800)  776-6397 


TELEMARKETING 
Save  money/improve  results 
or  the  review  of 
your  program  is  FREE 
ROBERT  T  BURNS 
(703)  356-6625 

24  YEARS  OF  CIRCULATION  AND 
TELEAAARKETING  EXPERIENCE 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791-3301 
http:// www.fakebrains.com/ scout. 


The  C  students  run  the  world. 

Harry  S  Truman 


COMPUTER  EQUIPMENT  WANTED 

PRESSROOM  SERVICES 

USED  TELEMARKETING  PREDIOVE 
DIALER  EQUIPMENT  WANTED. 

1  (800)  877-7176 

DO  YOU  NEED  EXPERT  ADVICE  ON 
YOUR  ELECTRICAL  DRIVE  SYSTEM? 

Masthead  can  help.  Masthead  also 
provides  dampening  systems,  parallel 
drives,  horsepower  upgrades  and 
modernization. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908  (505)  842-1357 
24-Hour  Line  P.O.  Box  1 952 
Albuquerque,  NM  871 03 

DISTRIBUTION  SERVICES 

DISTRIBUTION  OF  PUBUCATIONS 

TO  NEWSSTANDS  ACROSS  THE  USA 
Dave  Chilton  (800)487-6397 
AUSTIN  NEWS  SERVICES  (Notional) 

INCORPORATION  SERVICES 

INCORPORATE  WITHOUT  Legal  Fees! 
Free  Booklet  Tells  How,  Includes  Forms. 
Call  Now!  (800)  345-2677 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 

One  Time  Service 

ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 

CALL  TOLL  FREE  (800)  657-21 10 

m  J  :J  i.'kl  ^  M  i>ilillH 

HARD  TO  FIND 

PRESS  PARTS? 

Largest  Press  Plumbing  Parts  Stock  in 
Country-Overnight.  GREAT  PRICES!! 
Filters,  Regulators,  Hoses,  Gauges. 

PACIFIC  NEWSPAPER  SERVICES,  INC. 
A/X  (800)201-7500  M/C 

RECRUITMENT 

REVENUE  SERVICES 

NEW  REVENUE  SOURCES  (100,000-t 
monthly)  alternate  delivery  systems, 
database  marketing,  niche  pub¬ 
lications. ..turn  key  programs  (602) 
482-3749. 

4th  Decade  of  Service 

Walter  Lynn,  Vice  President 

800-523-7112 

GORDON 

^lAfAHLS 

WW  lh«nii»<Hiwh 

Friendship  with  oneself  is  all-important, 
because  without  it  one  cannot  be  friends 
with  anyone  else. 

Eleanor  Roosevelt 

HELP  WANTED 


ADVERTISING 


AD  DIRECTOR  needed  for  community 
paper  in  Colorado.  Degree,  some 
experience  and  a  history  of  success 
required.  Opportunity  for  accelerated 
career  growth  in  the  Rockies  or  with 
our  other  operations.  Excellent  com¬ 
pensation,  benefits  &  a  wonderful  com- 
muity  for  family  living.  Letter  and 
resume  to  Box  07807,  Editor  &  Pub¬ 
lisher. 


If  you  live  long  enough,  you  get  accused 
of  things  you  never  did  and  praised  for 
virtues  you  never  had. 

I.F.  Stone 


ADVERTISING 


ADVERTISING  SALES  representatives 
needed  for  weekly  newspapers  in  cen¬ 
tral  and  southern  Wyoming.  Apply  to 
Sage  Publishing  Co.,  P.O.  Box  578, 
Cody,  VYY  82414. 


SEND  E&PBOX  REPUESTO: 

Editor  &  Publisher 

Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  10011 


ADVERTISING 


ADVERTISING  DIRECTOR  needed  for 
pair  of  Zone  2  weeklies.  Strong  back¬ 
ground  in  promotion,  team  manage¬ 
ment  and  motivation.  Resume,  salary 
requirements  to  Box  07820,  Editor  & 
Publisher. 


LARGE  WEEKLY  SHOPPER,  part  of 
national  media  co.,  has  immediate 
openings  for  experienced  SALES  PRO¬ 
FESSIONALS.  Marketing  degree  a 
plus.  Mail  resume,  cover  letter  detailing 
qualifications  to  P.O.  Box  5100,  Savan¬ 
nah,  GA  31414. 


An  author  really  hasn't  made  it  until  he 
no  longer  shows  his  books  to  his  friends. 

Dorothy  Parker 


ADVERTISING 


CLASSIFIED  ADVERTISING  MANAGER 

The  570,000  circulation  Independent 
Newspaper  Group,  a  San  Francisco 
based  group  of  community 
newsweeklies  is  looking  for  a  classified 
manager  with  sales  management  expe¬ 
rience  to  build  our  classified  advertis¬ 
ing  department.  Excellent  compensa¬ 
tion  package  and  work  environment. 
Come  grow  with  us.  Letter  and  resume 
to:  W.  Wedgewortfi,  The  Independent, 
1201  Evans  Avenue,  San  Francisco, 
CA94124. 


FAX  YOUR  AD  TO 
US  AT  (212)  929-1259 
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HELP  WANTED 

ADVERTISING  j  ADVERTISING 

ADVERTISING  DIREaOR  I  CLASSIFIED  ADVERTISING  MANAGER 


Entrepreneurial  company  working  with 
major  newspaper  chains  is  experienc¬ 
ing  rapid  growth  and  is  seeking  expe¬ 
rienced  highly  motivated  Advertising 
Directors  to  oe  part  of  our  winning 
team  in  our  Minneapolis/St.  Paul, 
Tampa,  Philadelphia  and  Charlotte 
offices.  Ideal  candidate  will  have  a  suc¬ 
cessful  track  record  in  print  advertising 
sales  management  and  preferably 
hands  on  experience  with  restaurant, 
travel,  hotel  and  entertainment  display 
advertising.  Must  also  demonstrate 
ability  to  manage,  lead  and  motivate  a 
sales  staff  in  a  highly  competitive 
market.  Must  have  strong  communica¬ 
tion  skills,  previous  P&L  responsibility, 
budgeting  and  be  committed  to  hard 
work  ana  personal  accountability.  We 
offer  an  excellent  work  atmosphere 
and  an  excellent  compensation 
package.  We  don't  offer  a  lot  of  red 
tape  and  we  don't  delay  making  good 
d^isions  on  good  ideas.  For  considera¬ 
tion  please  fax  resume  with  salary  his¬ 
tory  to  (305)  824-0365. 

ADVERTISING  DIREQOR 
Athens  Banner  Herald  and  News  has 
an  excellent  opportunity  for  a  "street 
savvy"  sales  manager  to  become  the 
team  leader  of  our  growing  28,000 
daily.  Responsibilities  will  include 
developing  and  motivating  all  sales 
people,  budgeting,  strategic  plonning 
and  key  account  selling  in  this  very  com¬ 
petitive  market.  Major  emphasis  will  be 
on  developing  new  revenue  sources  for 
future  growth.  Must  be  hard  charger 
who  is  not  inclined  to  be  desk  bound, 
but  enjoys  being  on  the  streets  where 
the  action  is!  Located  in  Athens, 
Georgia,  a  lovely,  upscale  college 
town.  Send  resume  with  salary  require¬ 
ments  to; 

Bill  Beauchamp 
Director  of  Human  Resources 
Morris  Communications  Corporation 
P.O.  Box  936 
Augusta,  GA  30903 

ADVERTISING  SALES  MANAGER 


The  Hawaii  Newspaper  Agency  is  seek¬ 
ing  a  dynamic  individual  to  lead  our 
Classified  Advertising  Sales  depart¬ 
ment.  Position  includes  responsibility 
for  all  classified  advertising  revenue; 
directing,  motivating  and  training  the 
sales  staff;  budgeting;  and  creating 
new  products  and  services.  Qualified 
candidates  should  have:  experience  in 
classified  sales  and  sales  management; 
a  highly-driven,  winning  attitude; 
experience  in  sales  training;  excellent 
communication  skills;  a  strong  work 
ethic;  strong  computer  skills.  College 
degree  preferred.  Salary  com¬ 
mensurate  with  experience.  !f  you  are 
a  top  performer,  excited  by  positive 
change,  and  if  you  want  to  be  a  major 
contributor  on  a  winning  team,  send 
your  resume  with  cover  letter  and 
salary  requirements  to:  HAWAII 
NEWSPAPER  AGENCY,  Attn:  Rebecca 
Bradner,  advertising  director,  P.O.  Box 
3350,  Honolulu,  HI  96801 .  We  are  an 
Equal  Opportunity  Affirmative  Action 
Employer  that  recognizes  and 
appreciates  the  benefits  of  diversity  in 
the  workplace.  People  who  share  this 
vision  or  reflect  a  diverse  background 
are  encouraged  to  apply. 

CLASSIFIED  OUTSIDE  SALES 
SUPERVISOR 

The  Columbus  Dispatch  has  an 
excellent  career  opportunity  for  an 
energetic,  goal-oriented  individual,  to 
lead  our  Outside  Sales  team.  This  posi¬ 
tion  is  responsible  for  directing,  motivat¬ 
ing  and  the  training  of  a  staff  of  10 
Account  Executives  handling. 
Automotive,  Real  Estate  and  Builder 
accounts.  This  person  will  also  play  an 
active  role  in  training,  budgeting, 
strategic  planning  and  other  efforts 
which  will  have  a  direct  impact  on  the 
future  of  the  Classified  Advertising 
department. 

The  ideal  candidate  will  hove: 


Key  mid-level  advertising  sales  man¬ 
ager  position  at  The  Syracuse  News¬ 
papers,  the  largest  print  medium  in 
Central  New  York.  Successful  candi¬ 
date  will  direct  the  sales  efforts  of  nine 
inside  classified  sales  representatives. 
Responsibilities  include  setting  goals, 
initiating  new  sales  programs  and 
developing  bonus  programs.  The  can¬ 
didate  should  be  result  driven,  and 
possess  strong  verbal  and  written 
communication  skills  and  have  the 
ability  to  motivate  a  seasoned  sales 
staff.  Classified  sales  management 
experience  in  inside  sales  or  telemarket¬ 
ing  a  plus.  We  offer  an  excellent  salary 
and  benefit  package  including  paid 
medical,  dental  and  eyewear  cov¬ 
erage.  This  is  an  excellent  opportunity 
to  lead  a  successful,  dynamic  advertis¬ 
ing  sales  team.  Please  send  cover  letter 
and  resume  to:  AD  #5338,  The 
Syrocuse  Newspapers,  P.O.  Box  4915, 
Syracuse,  NY  1 3221 . 


•3-5  Years  Newspaper  Advertising 
Experience 

•Strong  Communication  Skills 
•College  Degree  in  Business/Marketing 
or  other  related  field 
•Proven  Track  Record  of  Success 
•Strong  People  and  Team  Building  Skills 

We  offer  a  competitive  compensation 
plan  with  attractive  company  poid 
benefits  including  401  (k)  plan,  with  an 
excellent  working  environment.  Col¬ 
umbus  offers  o  great  location,  a  grow¬ 
ing  diversified  economy  and  is  ranked 
in  the  top  38  markets  in  the  country. 

Please  send  your  resume  and  salary 
history  to: 

The  Columbus  Dispatch 
c/o  Human  Resources 
5300  Crosswind  Drive 
P.O.  Box  1289 
Columbus,  OH  43216-1289 


When  faxing  your  ad,  please  include  the  billing  address,  category 
under  which  the  ad  is  to  be  placed,  as  well  as  the  amount  of  times 
the  ad  is  to  appear.  Thanks! !  E&P  Classified  Fax:  (212)  929-1259 


_ ADVERTISING _ 

DIREaOR  OF  ADVERTISING 

Growing  group  of  community  newspa¬ 
pers  and  shopping  guides  in  affluent, 
metro  New  York  suburban  market 
seeks  a  results  oriented  professional  to 
coordinate  our  soles  management 
team.  You  will  work  closely  with  the 
publisher  and  lead  a  team  of  30-f 
managers  and  account  execs  responsi¬ 
ble  for  all  display,  FSI  and  classified 
sales. 

To  succeed  in  our  highly  competitive 
market,  you  should  have  a  record  of 
improving  productivity,  innovating 
market  stratraies,  and  developing  and 
training  staff.  Experience  launching 
new  publications  a  plus.  Excellent  com¬ 
pensation  package  including  401  (k) 
and  health  plans.  Send  resume, 
references,  salary  history  to  Box 
07686,  Editor  &  Publisher. 

NATIONAL  ADWrTISING 
SALES  REPRESENTATIVE 

Contra  Costa  Times,  202,000  in 
circulation,  serves  an  affluent,  fast¬ 
growing  portion  of  the  San  Francisco 
DMA.  Candidates  should  have  advertis¬ 
ing  sales  experience  with  high  profile 
accounts,  excellent  presentation  and 
follow-up  skills  and  a  proven,  verifiable 
track  record.  Excellent  written  and 
verbal  presentation  abilities  are 
REQUIRED.  Handle  existing  category- 
specific  accounts  with  added  emphasis 
on  developing  new  business  from 
national  advertisers/ad  agencies. 
Based  in  Walnut  Creek,  CA,  position 
requires  both  national  and  local  travel. 
CCN,  a  Knight  Ridder  company,  offers 
competitive  salaries  and  a  comprehen¬ 
sive  benefit  package.  Resunries  to:  Con¬ 
tra  Costa  Newspapers,  ATTN;  HR, 
P.O.  Box  5088,  Walnut  Creek,  CA 
94596  or  FAX:  (510)  977-8444.  EOE. 

NEWSPAPER  SALESPERSON 

WANTED  FOR  SALES  TRAINER 
POSITION 

Are  you  a  newspaper  sales  rep  looking 
for  your  next  opportunity?  Do  you 
understand  "needs  based"  selling?  Can 
you  present  clearly  to  large  groups? 
Do  you  enjoy  travel?  let's  talk. 

Media  Marketing,  Inc.,  developers  of 
The  AD  Director®  and  imMEDIAte™ 
sales  automation  software,  is  looking  (or 
a  customer  sales  trainer.  Join  the  industry 
leader  and  teach  newspaper  sales 
techniques  and  concepts.  Extensive 
travel.  Excellent  presentation  skills  and 
newspaper  sales  experience  required. 
Salary  ($37-42K)  plus  bonuses  and 
benefits. 

Send  or  Fax  resume  and  cover  letter  to: 

Clifford  Fewel,  Training  Manager 
Media  Marketing,  Inc. 

5749  Arapahoe  Avenue 
Boulder,  CO  80303 
Fax:  (303)  440-8035 

TELEMARKETING... Florida  Keys  only 
daily  newspaper  seeks  classified/retail 
telemarketing  manager  with  two  plus 
years  experience  for  telemarketing 
iaunch/start  up.  Mail/fax  resume:  Key 
West  Citizen,  P.O.  Box  1800,  Key 
West,  FL  33041 .  Fax:  (305)  294-0768 


_ ADVERTISING _ 

RETAIL  ADVERTISING  MANAGER 

Immediate  opening  for  a  highly 
motivated  and  aggressive  advertising 
sales  professional.  Ideal  candidate  will 
hove  at  least  five  years  of  manogenient 
experience,  proven  leadership  and 
communication  skills  arxl  experience  in 
sales  training.  Must  be  results  oriented. 

Benefit  package  including  401  (k), 
medical  and  dental  insurance  and  paid 
vocation. 

Send  resume  with  salary  requirements 
to  Box  07799,  Editor  &  Publisher. 

RETAIL  PROMOTION  MANAGER 
The  Sioux  City  Journal,  Western  Iowa's 
leading  daily  newspaper,  is  looking  for 
a  retail  promotion  manager.  Position 
will  be  responsible  for  developing, 
initiating,  selling  and  daily  tracking  of 
retail  promotions,  selling  our  business 
journal  and  our  Internet  product.  We 
are  seeking  on  innovative  and  creative 
individual  to  work  with  our  15-person 
retail  sales  team.  Strong  administrative 
and  coaching/training  skills  are  a 
must.  This  position  will  report  directly 
to  the  advertising  director.  Make  no 
mistake,  this  is  a  tough  job.  We  need 
the  type  of  person  that  can  meet  our 
challenge  while  enjoying  the  rewards 
of  an  uncapped  income  and  the 
opportunity  for  advancement.  If  you 
can  meet  our  requirements,  send  a 
cover  letter,  resume  along  with 
references  and  salary  history  to;  Steve 
Griffith,  advertising  director,  P.O.  Box 
118,  Sioux  City,  lA  51 102. 

SALES  MANAGER 

Suburban  Philadelphia  publishing 
company  seeks  a  hands-on  manager 
to  manage  and  grow  our  publishing 
business.  Successful  candidate  will  be 
creative,  innovative,  possess  can-do 
attitude,  have  sales  and  management 
experience  in  retail  advertising,  free 
publications  and  classified  advertising, 
as  well  as  a  desire  to  succeed.  No  de» 
jockeys  need  apply.  We  offer  an 
attractive  salary  and  performance 
bonus,  401  (k),  health  insurance  and 
other  benefits.  Please  send  your  resume 
and  salary  history  to: 

Tracy  Reinholt 
Personnel  Director 
24  N.  Hanover  Street 
Pottstown,  PA  19464 
or  fax  to;  (610)  327-1931 

Equal  Opportunity  Employer 

SOLITHERN  CAUFORNIA  BOUND!! 

Beaches,  mountains,  desert  or  in 
betvi-een  -  it's  here! 

We  are  Trader  Publishing  Company, 
the  largest  publisher  of  photo  ad  mag¬ 
azines  in  the  world.  VYe  have  many 
career  opportunities  available  such  as 
Sales  Management,  Sales,  Production 
Monagement,  etc. 

If  you  are  looking  for  a  change  and 
want  to  join  a  dynamic,  exciting, 
challenging  company,  please  send 
resume  to  5536  Inland  Empire  Blvd., 
Ontario,  CA  91764  or  for  a  fast 
response  fax  to  (909)  484-4416.  E/O 
Drug  Testing  Empbyer. 


June  22,  1996  ■  Editor  &  Pubusher  61 


HELP  WANTED 


ACADEMIC 


ADVERTISING  DIREaOR 
THE  PURDUE  EXPONENT 
We  ate  looking  for  o  highly  motivated 
soles  manager  who  is  committed  to  the 
college  newspaper  advertising  market. 
Supervise  a  staff  of  25  including  two 
non-students,  staff  of  1 7  sales  people, 
five  designers  and  a  student  manager. 
Successful  candidate  will  have  man¬ 
agement  and  sales  experience  and 
likes  to  teach.  The  Exponent  is  a 
20,000  independent  student  daily  with 
its  own  printing  facility.  While  wte  ser¬ 
vice  the  35,000-sludent  Purdue  Univer¬ 
sity  community,  this  is  not  an  academic 
appointment.  To  apply  please  send  let¬ 
ter,  resume  and  salary  requirements  by 
July  1 ,  to  Pat  Kuhnie,  publisher  and 
general  manager.  The  Purdue  Expo¬ 
nent,  P.O.  Box  2506,  West  Lafayette, 
IN  47906-0506. 


ADMINISTRATIVE 


MARKETING  AAANAGER 


For  diversified  commercial  printing  out¬ 
fit  located  in  the  Pacific  Northwest.  We 
are  seeking  a  take  charge  individual 
who  can  oversee  our  sales  force  and 
work  closely  with  our  management 
team.  Responsibilities  will  include 
coordinating  weekly  customer  contact, 
implementing  marketing  programs, 
and  developing  new  market  niches. 
Prior  indust^  experience  a  must.  We 
are  looking  for  a  hands  on  person  who 
can  both  develop  their  own  contacts 
and  manage  our  sales  force.  Send 
resume  and  salary  history  to 

MARKETING  MANAGER 
Box  07821 ,  Editor  &  Publisher 


ARE  YOU  A  STRONG  Advertising 
Manager  for  a  newspaper  in  a  com¬ 
petitive  market?  Would  you  like  a 
chance  to  be  in  the  center  seat  and  run 
your  own  show?  If  so,  then  we  have  a 
snwll  daily  in  the  Midwest  that  might  fit 
your  needs.  Excellent  salary  and 
benefit  package.  Send  resume  to  Box 
0781 6,  Editor  &  Publisher. 


SMAa  DAILY  NEWSPAPER  WITH  TMC 
in  neat  Upper  Midwest  community 
seeks  publisher.  Successful  candidate 
should  hove  strong  marketing  skills,  be 
very  community-minded  and  be  a  'peo¬ 
ple'  person.  Perfect  opportunity  for  an 
Ad  Manager  looking  to  move  up  with 
a  dynamic  newspaper  company. 
Salaiv  plus  bonus  in  mid-40s.  401  (k), 
healtn  and  other  benefits.  Send  com¬ 
plete  resume,  references  and  why 
you're  the  person  to  lead  a  good 
group  of  newspaper  people  to  Box 
07819,  Editor  &  Publisher. 


PUBLISHER  WANTED  FOR  PA 
regional,  monthly  magazine.  Excellent 
opportunity  for  GM  or  Associate  Pub¬ 
lisher  ready  to  move  up.  Letter,  resume 
&  salary  history  to  WTTF,  Inc.,  P.O.  Box 
2954,  Harrisburg,  PA  17105  or  FAX# 
(717)  236-2781.  Attn:  Pub/Search. 

AA/EOE 


SEND  E&PBOXREPUESTO: 

Editor  &  Publisher 
Classified  Ad  Dept. 

11  West  19th  St. 

New  York,  NY  10011 


CIRCULATION 


CIRCULATION  DIREaOR 
Privately  held  mid-size  daily  newspa¬ 
per.  We  are  looking  for  an  aggressive, 
take  charge  person  who  will  accept 
nothing  but  excellence  from  the  staff. 
Candidate  should  have  proven  organi¬ 
zational  skills  and  experience  in  all 
areas  of  circulation.  All  responses  held 
in  strictest  confidence.  Send  resume 
and  salary  history  to  Dan  Nausley, 
Chattanooga  Publishing,  400  E.  1 1  th 
Street,  Chattanooga,  TN  37403. 


CIRCULATION  DIREQOR-LAS  VEGAS 


Be  a  star  in  an  exciting  and  prog¬ 
ressive  group  of  free  and  paid  news¬ 
papers  on  the  brink  of  tremendous 
growth.  We  need  a  competitive  leader 
who  understands  the  basics  of  postal 
regulations,  the  battle  of  single  copy 
sales  and  the  strategies  of  free  distribu¬ 
tion.  Las  Vegas  is  one  of  the  nation's 
most  attractive  and  livable  markets,  a 
place  where  the  weather  is  warm  and 
the  economy  is  hot.  We'd  prefer 
someone  from  the  West.  Please  send 
resumes  (in  confidence)  to  Bruce  Spo- 
tleson,  publisher,  Wick  Communica¬ 
tions,  3335  Wynn  Road,  Las  Vegas, 
NV  89102.  Questions?  Reach  me  at 
(702)  871-6780. 


CIRCULATION  MANAGEMENT 


We  are  conducting  a  Circulation  Man¬ 
agement  search  for  a  30,000  daily 
and  Sunday  Zone  2  newspaper.  Suc¬ 
cessful  candidate  will  possess  man¬ 
agement  experience,  be  sales  and  ser¬ 
vice  oriented,  experienced  in  all  dis¬ 
ciplines  of  circulation,  have  the 
KNOW-HOW  to  grow  our  numbers, 
have  no  fear  of  nard  work  and  a 
desire  to  succeed.  Potential  for  addi¬ 
tional  responsibility  outside  of  circula¬ 
tion  exists  for  the  right  candidate.  We 
offer  a  competitive  salary  and  good 
benefits  package.  Please  send  resume 
and  salary  history  to  Box  07825, 
Editor  &  Publisher. 


Equal  Opportunity  Employer 


SALES/PROMOTION  MANAGER 
The  Rockdale  Citizen  Publishing  Com¬ 
pany,  d.b.a.  The  Rockdale  Citizen,  Con¬ 
yers,  Go.  and  Gwinnett  Daily  Post, 
Lawrenceville,  Go.  seeks  an  aggressive 
sales-promotion  manager.  The  right 
candidate  will  be  able  to  professionally 
develop  and  implement  results-oriented 
sales  and  promotion  activities  for  all 
departments  with  major  emphasis  on 
circulation  and  NIE.  Competitive  salary 
and  benefits.  Send  resume  along  with 
salary  requirements  to: 

The  Rockdale  Citizen  Publishing,  Co. 

P.O.  Box  136 
Conyers,  GA  30207 
Attn;  Jim  Brumbelow 


SINGLE  COPY  SALES  MANAGER 
Zone  1 :  Hands-on  manager  for  small 
department,  experienced  in  all  aspects 
of  single  copy  from  minor  rack  repairs 
to  public  relations  sales  representative. 
Optimize  newsdealer  relationships  and 
rack  locations  with  focus  toward 
increased  exposure  and  sales  poten¬ 
tial.  Base  salary  high  20's,  incentive 
program  to  mid  30's.  Send  cover  letter, 
resume  to  Box  07832,  Editor  &  Pub¬ 
lisher. 


CIRCULATION 


CIRCULATION 
OPERATIONS  MANAGER 


Charleston  Newspapers  is  seeking  an 
experienced  person  to  oversee  daily 
home  delivery  and  single  copy  opera¬ 
tions.  We  are  a  100,000  circulation 
JOA  publishing  The  Charleston 
Gazette  and  the  Cnarleslon  Daily  Mail 
in  Charleston,  WV.  Applicants  should 
have  a  proven  record  of  significant 
accomplishment  in  a  daily  newspaper, 
and  be  a  team  player  able  to  motivate 
supervisors  and  managers  to  achieve 
sales,  service  and  collection  goals. 


We  offer  a  professional  staff,  good 
work  environment  and  excellent  bene¬ 
fits.  Charleston  is  the  charming  state 
capital  located  on  the  Kanawha  river, 
surrounded  by  rolling  hills  and  moun¬ 
tains.  It  features  a  low  cost  of  living, 
low  crime  rate,  easy  accessibility,  a 
fine  work  ethic  and  numerous  cultural 
and  community  service  opportunities. 


Resume,  earnings  history  and  cover  let¬ 
ter  to  John  Bowyer,  Human  Resources, 
1001  Virginia  St.  E.,  Charleston,  WV 
25304.  An  EOE. 


COMMUNITY  NEWSPAPER  COM¬ 
PANY,  a  weekly  newspaper  group,  is 
looking  for  a  highly-motivated, 
aggressive  Circulation  Manager  to 
oversee  its  marketing,  promotion, 
customer  service,  order  entry  and  retail 
sales  operation.  Must  have  excellent 
communication  and  organizational 
skills.  Qualified  candidates  should  send 
resumes  to:  HR  Director,  P.O.  Box  1 92, 
Ipswich,  MA  01 938. 


CIRCULATION  SALES  &  MARKETING 
MANAGERS 


Looking  ahead  to  anticipated 
opportunities,  Gannett's  Newspaper 
Division  is  accepting  resumes  from 
experienced  circulation  marketing 
pros.  We're  looking  for  talented 
visionaries  who  can  lead  the  consumer 
marketing  mission  at  our  newspapers. 
The  ability  to  assess  market 
opportunities,  identify  key  segments 
and  mount  the  proper  strategic 
response  is  a  must,  ideal  candidates 
also  would  have  standard  circulation- 
sales  and  data-assisted  marketing 
skills.  If  you  set  high  goals  for  yourself 
and  like  to  excel,  you  will  feel  right  at 
home  with  our  industry-leading  culture. 
So  we'd  like  to  hear  from  and  about 
you.  Please  send  a  resume  (including 
references)  and  a  cover  letter  (includ¬ 
ing  salary  history  or  expectations)  to: 
Mary  Kay  Blake,  Gannett  Co.,  Inc., 
Dept.  CSM-01 ,1100  Wilson  Blvd.,  Arl¬ 
ington,  VA  22234. 


Gannett,  an  equal  opportunity 
employer,  values  diversity  on  its  work 
teams  and  especially  encourages  those 
who  share  our  vision  to  apply. 


SALES  REPRESENTATIVE 


National  newspaper  company  has 
opening  for  a  circulation  sales  and 
marketing  rep  based  in  Atlanta.  Can¬ 
didates  must  be  sales  driven,  possess 
excellent  written  and  verbal  communi¬ 
cation  skills  and  be  computer  literate. 
Travel  required.  Excellent  starting 
salary,  benefits,  bonus  plan  and  com¬ 
pany  vehicle.  Send  resume  to  Single 
Copy  Sales  Manager,  P.O.  Box 
920160,  Norcross,  GA  30092. 


Fumihire  is  love. 


Pima 


_ CIRCULATION _ 

CIRCULATION  HOME  DEUVERY 

MANAGER 

7-day  AM,  40,000  circulation  daily 
seeks  results-oriented  circulation  pro¬ 
fessional  to  marrage  our  home  delivery 
operation.  Candidates  should  have 
excellent  communication,  leadership 
and  circulation  skills.  Position  reports  to 
Circulation  Director  and  will  manage  a 
dedicated  group  of  Zone  Managers 
and  District  Sales  Managers.  Excellent 
opportunity  to  join  a  prestigious  news¬ 
paper  group.  We  offer  competitive 
salary  with  bonus  plan  and  complete 
benefits  package.  Send  resume  and 
sala^  history  to;  Box  07831,  Editor  & 
Publisher. 

EDITORIAL 

ALL-AROUND  JOURNAUST  needed  at 
N.C.'s  best  large  weekly  for  writing, 
photography,  page  design.  College 
experience  helpful,  Mac  skills  required. 
Advance  to  dailies  within  top  national 
company.  Full  benefits  plus  only  90 
minutes  to  the  beach!  Call  Bobby 
Bums,  (919)792-1181. 

ART  CRITIC:  The  San  Diego  Union- 
Tribune  seeks  an  art  critic  with  substan¬ 
tial  newspaper  or  magazine  experi¬ 
ence  and  first-rate  academic  back¬ 
ground  to  take  on  a  high-profile  beat: 
classics  to  contemporary,  photography 
to  hard  news,  trend  pieces  and  pro¬ 
files.  Cover  letter,  resume/clips  to  Lee 
Grant,  arts  editor.  The  San  Diego 
Union-Tribune,  350  Camino  de  la 
Reina,  San  Diego,  CA  92112.  No  calls 

ASSISTANT  EDITOR  needed  for 
award-winning  twice-weekly  newspa¬ 
per  in  Michigan's  Thumb.  We  seek  a 
well-roundea  journalist  eager  to  work 
and  learn.  Send  resume  and  samples 
to  Mark  Haney,  c/o  The  County  Press, 
P.O.  Box  220,  Lapeer,  Ml  48446. 

ASSISTANT  METRO  EDITOR 
Gannett  newspaper  seeks  a  talented 
editor  to  run  the  city  desk  at  night. 
News  judgment,  copy-editing  skills, 
speed  and  confidence  are  more  impor¬ 
tant  than  length  of  experience. 
Opportunity  for  advancement.  This  is  a 
35,000-daily,  50,000  Sunday  AM 
serving  the  Finger  Lakes  region  of 
Upstate  New  York.  To  apply,  send  a  let¬ 
ter,  resume,  samples  of  best  work  to: 
Chades  Nutt,  editor,  Star-Gazette,  201 
Baldwin  St.,  P.O.  Box  285,  Elmira,  NY 
14902.  An  equal  opportunity 
employer. 

ASSISTANT  NEWS  EDITOR 

The  San  Bernardino  County  Sun,  a 
Gannett  newspaper.  Southern  Califor¬ 
nia,  seeks  experienced  head  writer  and 
designer  with  excellent  news  judgment. 
Resume  to:  Rosemary  McClure,  ME/ 
Nights,  The  Sun,  399  N.  D.  St.,  San 
Bernardino,  CA  92401  or  fax:  (909) 
885-8741.  We  value  diversity  in  the 
workplace  and  encourage  those  who 
share  that  vision  to  apply.  EEO. 

BUSINESS  REPORTER 
Have  a  nose  for  news,  a  head  for  fig¬ 
ures  and  a  way  with  words?  One  of 
the  fastest-growing  business  weeklies 
has  an  entry-level  position  for  someone 
with  a  fire  for  reporting.  We  offer 
good  benefits  and  are  owned  by  one 
of  California's  larger  dailies.  Send 
resume  and  clips  to  Lance  Ignon,  The 
Business  Press,  3281  Guasti  Rd., 
#440,  Ontario,  CA  91 761. 
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EDITORIAL  I  EDITORIAL 

BUSINESS  REPORTER  I  COMMUNITY  EDITOR 


Ttie  Pensacola  News  Journal  is  nuaking 
a  difference  in  Northwest  Florida  and 
we  are  looking  for  an  experienced  busi¬ 
ness  reporter  to  join  our  team  covering 
the  beautiful  Gulf  Coast.  We  want 
someone  with  at  least  two  years'  expe¬ 
rience  covering  business  for  a  daily 
newspaper  or  a  business  publication 
who  can  cover  business  news,  produce 
enterprise  stories  and  do  business 
features.  The  News  Journal,  a  Gannett 
newspaper,  is  growing  (65,000  daily, 
85,000  Sunday)  and  looking  for  talent. 
To  apply,  please  send  your  resume,  a 
cover  letter  and  half-dozen  work  sam¬ 
ples  to  Teresa  Wasson,  executive 
editor,  Pensacola  News  Journal,  P.O. 
Box  12710,  Pensacola,  FL  32574.  The 
News  Journal  values  and  encourages 
workplace  diversity. 

CITY  EDITOR  -  our  mid-size  daily  in  the 
New  York  metropolitan  market  is  look¬ 
ing  for  an  experienced  city  editor  to 
run  our  aggressive  news-gathering 
operation.  Candidates  should  have 
daily  editing  experience,  the  skills  to 
direct  a  blend  of  young  and  experi¬ 
enced  reporters  and  the  ability  to  gen¬ 
erate  ideas.  The  faint  of  heart  neea  not 
apply. 

COPY  EDITOR  -  Fast-paced  daily 
newspaper  seeks  experienced  copy 
editor  who  can  write  solid,  creative 
heads  and  has  an  excellent  command 
of  AP  Stylebook.  Graphic  skills  a  plus. 

Send  resumes  to  Ian  T.  Sheam,  editor. 
The  North  Jersey  Herald  &  News,  988 
Main  Avenue,  Passaic,  NJ  07055. 

COPY  DESK  CHIEF 

Growing  Northern  VA  daily  seeks 
editor  with  pagination  experience, 
strong  people  skills  and  flair  for 
design.  Send  resume  and  work  sam¬ 
ples  to  Ellen  Mitchell,  news  editor,  P.O. 
Box  2470,  Woodbridge,  VA  22193. 

COPY  EDITOR  -  The  Clarion-LedTOr  in 
Jackson,  Miss.,  has  an  opening  for  an 
ej^rienced  copy  editor.  Duties  include 
editing,  headline  writing,  page  design 
and  pagination  ond  creation  of  simple 
charts  and  graphics.  Position  requires 
three  to  five  years  of  journalism  expe¬ 
rience.  Skills  with  Atex  system  and 
QuarkXPress  a  plus.  The  Clarion- 
Ledger,  a  Gannett  newspaper,  is  AM 
with  110,000  daily  circulation  and 
1  30,000  Sunday.  Send  a  resume, 
cover  letter  and  work  examples  to: 
Margaret  Downing,  managing  editor. 
The  Clarion-Ledger,  P.O.  Box  40, 
Jackson,  MS  39205.  The  Clarion- 
Ledger  is  an  equal  opportunity 
employer  that  values  workplace 
diversity. 

COPY  EDITOR  -  The  Inland  Valley 
Daily  Bulletin,  an  85,000  daily  news¬ 
paper  located  in  Ontario,  Southern 
California,  is  seeking  a  copy  editor 
with  journalism  degree  Some 
newsroom  experience  is  preferred. 
Required  skills  include  headline  writ¬ 
ing,  copy  editing  and  page  design. 
Mac  experience  helpful.  Final  employ¬ 
ment  contingent  upon  drug  screen 
results.  Send  resume  to:  Human 
Resources,  Inland  Valley  Daily  Bulletin, 
P.O.  Box  4000,  Ontario,  CA  91761. 


We're  the  majority  partner  in  a  JOA 
agreement.  We're  one  of  those  rare 
afternoon  newspapers  which  are  grow¬ 
ing.  With  a  circulation  approaching 
l0O,OOO  more  than  twice  the  size  of 
our  daily  paper,  we're  also  very  proud 
of  our  Sunday  paper.  We  strive  for 
excellence.  Our  staff  is  creative  and 
aggressive.  Twenty  staffers  won 
awards  in  the  past  year  for  reporting, 
writing,  photography,  headline  writing, 
and  editorials.  Our  sports  section, 
editors  and  writers  are  being 
recognized  this  month  as  among  the 
best  in  the  country  by  the  APSE.  We 
recently  entered  into  a  unique  agree¬ 
ment  with  a  television  station  to  estab¬ 
lish  a  bureau  in  our  office  and 
cooperate  on  news  coverage. 

Our  city  and  metro  area  has  a  popula¬ 
tion  of  over  300,000.  York,  PA  is  an 
incredibly  active  news  town.  It  is  also  a 
current  Knalist  in  the  All  America  City 
competition.  Community  members  are 
actively  working  toward  solving  its 
problems.  We're  interested  in  finding 
someone  who  wants  to  become  the 
leader  in  our  newsroom  in  driving  our 
expanding  efforts  at  community  jour¬ 
nalism. 

We  hove  no  preconceived  notion  as  to 
whom  this  person  might  be.  We're 
looking  for  opplicotions  from 
journalists  just  starting  in  the  business, 
to  editors  of  weekly  newspapers,  to 
experienced  old  timers.  You  tell  us  your 
story.  You  tell  us  about  you.  We're 
interested  in  finding  a  person  who 
cares,  as  well  as  someone  who  has  the 
ability  to  direct  staffers,  has  an 
understanding  of  design,  and 
aggressively  challenges  our  current 
editors  who  are  very  good.  We  also 
expect  you  to  move  into  the  city. 

If  you  want  to  watch  the  clock  instead 
of  working  to  be  the  best,  do  us  a  favor 
and  don't  apply.  On  the  other  hand,  if 
you  have  this  dream  about  newspapers 
and  the  community  they  serve,  we 
really  do  want  to  hear  from  you.  If  we 
don't  hire  you  now  we  might  when  we 
hove  our  next  opening.  We  are  a  guild 
newspaper.  While  the  opening  we  are 
filling  (alls  under  our  current  scale,  it  is 
an  editorial  position  which  could  lead 
to  an  exempt  position  in  the  future. 

Send  resumes  to  James  D.  Sneddon, 
editor  &  publisher.  The  York  Dispatch/ 
Sunday  News,  205  N,  George  Street, 
York,  PA  17401-2807. 

COPY  EDITOR:  Award-winning  central 
Pennsylvania  paper  has  an  opening  (or 
a  copy  editor/page  designer  with 
experience.  We're  striving  to  improve 
and  grow,  and  we're  looking  for  the 
right  person  to  help  us.  If  you're  at  a 
smaller  daily,  this  may  be  your  chance 
to  move  up  to  our  35,000  daily, 
43,000  Sunday  near  a  Big  Ten  univer¬ 
sity.  Send  cover  letter,  resume,  samples 
to  Executive  Editor  Linda  White, 
Altoona  Mirror,  P.O.  Box  2008, 
Altoona,  PA  16603-2008. 


_ EDITORIAL _ 

CITY  BEAT  REPORTER  in  growing  uni¬ 
versity  town  full  of  controversy.  Contact 
Managing  Editor  Lil  Mirando,  Daily 
Star,  P.O.  Box  1 1 49,  Hammond,  LA 
70404.  (800)  844-2333. 

COPY  EDITOR 

Successful  southern  California  sub¬ 
urban  newspapers  in  search  of  copy 
editor  with  two  to  three  year's  experi¬ 
ence  in  copy  editing  and  page  design; 
strong  language  skills,  including  spell¬ 
ing,  grammar,  punctuation  and  famil¬ 
iarity  with  Associated  Press  style;  profi¬ 
ciency  on  Macintosh  and  IBM-lxised  com¬ 
puter  systems  for  editing  and  page 
design,  including  a  working  knowledge 
of  QuarkXPress.  B.A.  degree  or 
equivalent  preferred.  Position  offers  an 
excellent  benefits  package  and  com¬ 
petitive  salary.  Send  resume  and  cover 
letter  to  Antelope  Valley  Press,  P.O. 
Box  880,  Reply  Box  1 22,  Palmdale, 
CA  93590. 

DESIGNER:  Make  your  mark  by  join¬ 
ing  the  creotive  team  at  a  groundbreak¬ 
ing  weekly  community  news  magazine 
in  suburban  Chicago.  We're  lOO  per¬ 
cent  paginated  with  plenty  of 
opportunity  for  personal  vision. 
Requires  extensive  experience  in  Mac 
graphic  programs  including  Quark¬ 
XPress  and  Photoshop.  Additional  skills 
in  either  copy  editing  or  infographics 
necessary.  Send  clips  and  resume  to 
Sue  Schmitt,  managing  editor/60504, 
3101  Route  30,  Plainfield,  IL  60544; 
fax:  (708)  801-5460;  e-mail: 
60504@copleypress.com. 

DO  YOU  THINK  like  an  editor  and 
draw  like  an  artist?  The  Palm  Beach 
Post  is  looking  for  an  assistant  graphics 
editor  to  supervise  4  artists  and  3  page 
designers.  Ability  to  develop  ideas  with 
editors  is  crucial.  Must  hove  5  years  of 
daily  newspaper  experience,  with  at 
least  3  years  as  a  page  designer  or 
informational  graphics  artist.  Editing 
experience  and  management  experi¬ 
ence  a  plus. 

Send  1 0  clips  and  resume  to: 

Tfie  Palm  Beach  Post 

c/o  Mark  Buzek/Graphics  Director 

P.O.  Box  24700 

West  Palm  Beach,  FL  33416-4700 
EDITOR  -  Weekly  with  TMC  sfiopper  in 
Green  River,  WY  needs  hands-on 
editor  with  strong  journalism  and 
management  skills.  Apply  to  Sage  Pub¬ 
lishing  Co.,  P.O.  Box  578,  Co^,  WY 
82414. 


Editor  & 
Publisher's 
Classified's: 


The  weekly 
meeting  place  for 
the  Industry. 


Call  (2U)  6754380 


June  22, 


_ EDITORIAL _ 

EDITOR  &  PUBLISHER  is  looking  for  an 
EDITOR  (or  a  newly  created  position  in 
its  New  York  office.  This  person  will 
coordinate  and  write  copy  lor  the  Free 
Paper  Publisher,  a  monthly  trode  pub¬ 
lication  covering  the  free  and  niche 
publishing  industry.  Must  have  a  jour¬ 
nalism  degree  and  a  strong  back¬ 
ground  in  tfie  free  paper  industry  (shop- 
pers/community  newspapers). 
Excellent  career  opportunity  offering 
competitive  wage  and  benefit  package. 
Send  salary  requirements,  cover 
letter/ resume  to:  Colin  Phillips,  Editor  & 
Publisher,  1 1  W 1 9th  St.,  NY,  NY  1 001 1 . 


EDITOR 

Detroit  based  publisher  seeks  Editor 
with  experience  in  general-interest  con¬ 
sumer  topics  to  write  and  edit  pub¬ 
lication  for  a  client  in  the  insurance 
industry.  Qualified  candidates  will 
have  excellent  reporting,  writing  and 
grammatical  skills  plus  project  man¬ 
agement  experience.  Some  experience 
in  writing  for  consumers  about  finan¬ 
cial  planning  and  insurance  is  a  plus. 
Bachelors  degree  in  Journalism  or 
English  and  minimum  of  three  years  of 

ftrofessional  experience  required, 
nterested  candidates  should  send  or 
FAX  (810)  558-5891  resume,  writing 
samples  and  salary  history  to  Box 
07827,  Editor  &  Publisher. _ 

EDITORIAL  CARTOONIST 
The  News  Tribune  of  Tacoma,  Wash¬ 
ington  has  an  immediate  opening  for 
an  editorial  cartoonist.  The  newspaper 
has  a  tradition  of  nurturing  great  car¬ 
toonists.  Steve  Benson,  now  with  the 
Arizona  Republic  worked  here  before 
winning  the  Pulitzer  Prize  in  1993. 
Chris  Britt,  wIk>  recently  left  us  to  go  to 
The  Seattle  Times,  was  nomed  the 
nation's  top  cartoonist  in  1995  by  llie 
National  Press  Foundation.  If  you  are  a 
gifted  cartoonist  determined  to  Ise  the 
best,  send  lots  of  samples  of  your  work 
and  a  confidential  resume  to  Kelso 
Gillenwater,  publisher.  The  News 
Tribune,  Box  11000,  Tacoma,  WA 

2M1L _ 

EDITORIAL  OPENINGS 

The  (Bermn)  Record,  named  by  NJPA 
as  NJ's  best  newspaper  seeks  appli¬ 
cants  with  daily  newspaper  experience 
(3-4  years)  (or  the  (olkWing: 

•SPORTS  COPY  EDirOR:  Strong  know¬ 
ledge  of  sports  and  grammar  reauired. 
Page-design  skill,  and  knowledge  of 
QuarkXPress  a  plus. 

•  BUSINESS  REPORTER:  To  write  in- 
depth  business  features  and  overnight 
stories  with  authority  and  flair. 

•GRAPHIC  ARTIST/DESIGNER:  To  pro¬ 
duce  creative  and  distinctive  informa¬ 
tional  graphics,  illustrations,  and  page 
designs.  Mac  skills  and  proficiency 
with  Photoshop,  Freehand/Illustrator, 
and  QuarkXPress  required. 

•  ENVIRONMENT  REPORTER:  Must 
bring  hard  news  edge  and  expertise  to 
coverage  of  local,  state  and  national 
environmental  issues.  Strong  enterprise 
skills  a  must. 

Send  letter,  resume  with  salary  require¬ 
ments  plus  5  clips  or  tearsheets  to 
Douglas  Clancy,  asst,  to  the  editor.  The 
Record,  150  River  Street,  Hackensack, 
NJ  07601.  EOE 
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HELP  WANTED 


_ EDITORIAL _ 

EDITORIAL  WRITER 

The  Columbian,  a  60,000  circulation 
doily  in  Vancouver,  Wash.,  is  looking 
for  an  editorial  writer  who  can  help  a 
progressive,  award-winning  depart¬ 
ment  to  expand  its  voice,  extend  its 
reach  and  continue  to  be  the  communi¬ 
ty's  most  informative  and  accessible 
public  forum.  The  newspaper's  three- 
person  editorial  staff,  backed  by  an 
eight-member  editorial  background, 
has  more  great  ideas  than  time  to 
accomplish  them.  The  new  addition  will 
assist  the  department  in  researching 
and  writing  hard-hitting  editorials  with 
o  strong  community  focus;  developing 
local  columnists  who  represent  a  vari¬ 
ety  of  viewpoints;  creating  a  compell¬ 
ing,  attractive  opinion  package  six 
days  a  week;  and  advancing  the 
newspaper's  already  significant  jour¬ 
ney  into  electronic  media,  including 
audiotext  and  the  World  Wide  Web. 

The  ideal  candidate  will: 

•Be  an  outstanding  reporter  and  writer 
with  at  least  one  year  of  full-time,  pro¬ 
fessional  opinion-writing  experience. 
•Have  impeccable  editing  skills  and  the 
ability  to  work  accurately  on  deadline. 
•Possess  a  wide  range  of  interests,  from 
politics  to  music,  history  to  computers. 
•Have  the  personal-relations  skills  to 
deal  with  upset  readers,  cranky  letter 
writers  and  aggravating  PR  types  with 
good  humor  and  a  customer-service 
attitude. 

•Be  an  independent  thinker  with  as 
many  "conservative"  positions  as 
"liberal"  ones,  but  be  unwilling  to  occept 
dogma  of  any  partisan  stripe  without 
challenge. 

•Work  hard,  think  big  and  enjoy  life  as 
part  of  a  growing,  independently 
owned  newspaper  in  one  of  the  most 
beautiful  and  dynamic  regions  of  the 
country. 

The  Columbian  is  committed  to 
representing  all  voices  in  the  diverse  com- 
munity  it  serves.  Women  and 
minorities  in  particular  are  encouraged 
to  apply. 

To  apply,  please  submit  resume  and 
writing  samples  to  D.  Michael 
Heywood,  editorial  page  editor.  The 
Columbian,  P.O.  Box  180,  Vancouver, 
WA  98666. 

Equal  Opportunity  Employer 


EDITORIAL  WRITER  for  100,000-plus 
daily/Sunday  in  Northeast  City  where 
state  and  local  politics  are  thick,  but 
where  your  opinion  matters  on  a  wide 
range  of  other  national  and  world 
issues.  We  seek  a  productive  individual 
able  to  produce  well-researched,  non- 
dogmatic,  thoughtful  editorials.  Must 
recognize  there  is  always  another  side 
to  an  issue,  but  be  able  to  argue  his  or 
her  side  persuasively.  Copy  editing 
and  layout  skills  required.  If  you  are 
hard  working,  congenial  and  capable 
of  writing  opinion  pieces  on  deadline 
as  well  as  on  a  scheduled  basis,  send 
resume  and  your  best  clips  to  Box 
07817,  Editor  &  Publisher.  Excellent 
pay  and  benefits  in  a  culturally  rich 
environment. 


_ EDITORIAL _ 

EDITORS  &  WRITERS  WANTED. 
Monthly  bulletin  lists  200+  current 
openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  5136  MacArthur,  Washing¬ 
ton,  DC  20016;  (703)  506-4400. 


ENTRY  TO  SENIOR  JOBS  in  Journal¬ 
ism,  Writing,  Public  Relations  and 
Advertising  open  throughout  the  U.S. 
(all  non-sales  positions).  Full-time,  tem¬ 
porary,  internships  and  freelance.  For 
free  newsletter  call  (31 0)  792-131 3. 


FEATURES  EDITOR  for  award-winning 
Jackson  Hole  News.  We  are  looking 
for  a  talented  writer  who  can  produce 
innovative  weekly  sections  devoted  to 
the  orts,  entertainment,  recreation  and 
lifestyle  in  this  spectacular  resort.  Send 
clips  and  resume  to  Editor,  P.O.  Box 
7445,  Jackson,  WY  83002  by  July  1 . 

HIGHER  EDUCATION  WRITER 

The  Orlando  Sentinel  is  seeking  an 
experienced  education  writer  to  cover 
Central  Florida  universities  and  col¬ 
leges,  the  state  university  system  and 
trends  in  higher  education.  The  person 
selected  also  will  coach  other  educa¬ 
tion  reporters  and  help  set  the  agenda 
for  the  newspaper's  education  cov¬ 
erage.  If  you  can  bring  insightful  report¬ 
ing,  lively  writing  and  leadership  to 
one  of  the  newspaper's  key  beats,  send 
a  resume  and  five  to  seven  clips  to 
James  C.  Clark,  staff  development 
editor.  The  Orlando  Sentinel,  P.O.  Box 
2833,  Orlando,  FL  32802. 


EDITORIAL 


Location:  Des  Moines,  Iowa 


_ EDITORIAL _ 

FINANCIAL  REPORTERS 

Dow  Jones  News  Services,  a  world 
leader  in  providing  business  news  and 
information,  has  several  opportunities 
available  for  Financial  Reporters  in  its 
Jersey  City,  NJ  office. 

Three  positions  are  available,  reyx>nsi- 
ble  for  writing  about  mutual  funds, 
pensions  and  portfolio  management 
for  a  new  Dow  Jones  News  Service 
wire.  Will  combine  in-depth,  digging 
reporting  with  real-time  breaking  news 
coverage.  Previous  financial  reporting 
experience  preferred,  but  not  essential. 

We  offer  a  competitive  salary  and  a 
comprehensive  benefits  package. 
Please  send  cover  letter,  clips  and 
resume  to; 

Richard  AAartin 
Dow  Jones  News  Services 
Harborside  Financial  Center 
600  Plaza  II 
Eighth  Floor 

Jersey  City,  NJ  073 11 -3992 
_ EOE,  M/F/D/V _ 

FULLTIME  OPENING  IN  SPORTS  on 
Midwest  PM  daily.  Editing,  layout  ond 
headline  experience  helpful.  Good 
starting  salary  plus  benefits.  Send 
resume  and  clips  to  Box  07824,  Editor 
&  Publisher. _ 

MAGAZINE  EDITORS 
Expanding  national  consumer  maga¬ 
zine  seeks  energetic  senior  editor  and 
associate  editor.  Emphasis  on  assign¬ 
ing,  editing,  writing.  Must  understand 
magazine  style  Mac  experience  a 
plus.  Occasional  travel.  Resume  and 
published  samples  to:  Editor,  Boating 
World  Magazine,  2100  Powers  Ferry 
Road,  Atlanta,  GA  30339. 


EDITORIAL 


Equal  Opportunity  Employer 


_ EDITORIAL _ 

HONOLULU  WEEKLY  is  looking  for  a 
Managing  Editor  to  direct  editorial 
operations  as  it  heads  into  its  sixth 
year.  We  need  a  creative,  detail- 
oriented  entrepreneur  who  can  easily 
write  a  cover  story  as  edit  one.  The 
right  person  should  be  able  to  juggle 
multiple  tasks,  work  under  pressure 
and  supervise  in-house  staff  as  well  as 
locate  and  develop  freelancers.  The 
Weekly  has  a  circulation  of  40,000  on 
the  island  of  Oahu.  Beginning  salary 
$25,000-$35,000,  depending  on 
experience.  Please  send  resume,  cover 
letter  and  six  clips  to  L.V.  Carlson, 
1200  College  Walk,  Suite  214, 
Honolulu,  HI  9681 7. _ 

GRAPHIC/DESIGN  EDITOR 
The  Antelope  Valley  Press  is  looking 
for  a  Macintosh-savvy  news  design 
editor  to  design  and  produce  its  four- 
color  front  page  on  a  daily  basis  as 
well  as  to  supervise  its  three-person 
editorial  graphics  department  and  to 
be  a  force  in  the  evolving  design  of  the 
paper.  Applicants  should  have  a  solid 
working  knowledge  of  QuarkXPress, 
Adobe  Photoshop  and  Adobe 
Illustrator  as  well  as  good  news  judg¬ 
ment  and  a  feel  for  community  journal¬ 
ism.  You'll  be  expected  to  produce  the 
front  page  on  a  daily  basis,  and  to 
redo  it  from  time  to  time  when  news 
breaks  late.  You  will  be  an  integral 
part  of  the  newsroom  team,  so  you'll 
master  Morris  Publishing  System,  the 
linked  network  of  IBM  PC's  that  the 
Valley  Press  uses  as  its  primary  front- 
end  system,  as  well  as  the  AP  Leafdesk. 
A  Bachelor  of  Arts  in  journalism  or 
equivalent  experience  is  preferred, 
along  with  3-5  years  of  experience  in 
a  news  desk  situation.  Full-time  posi¬ 
tion  offers  a  very  competitive  salary 
with  excellent  benefits  including  health, 
dental,  life,  long-term  disability  and  a 
profit  sharing  plan.  We  are  a  60,000- 
circulation,  six-day-per-week  paper 
serving  Northen  Los  Angeles  County. 
Qualified  candidates  are  encouraged 
to  send  resume,  cover  letter,  and  3-4 
design  samples  to  The  Antelope  Valley 
Press,  P.O.  Box  880,  Reply  Box  122, 
Palmdale,  CA  93590. 

INVESTIGATIVE  REPORTER 
City  Paper,  Baltimore's  award-winning, 
89,000  circulation  alternative  weekly, 
is  seeking  a  reporter  who  wants  to  tell 
the  stories  the  mainstream  media 
doesn't  have  the  time  or  interest  to 
pursue  -  and  who  has  the  writing  skills 
to  tell  them  right.  Candidates  must 
have  a  strong  news  background  and 
interest  in  a  broad  range  of  urban 
and  regional  issues:  politics,  housing, 
education,  environment,  law  enforce¬ 
ment,  development,  and  the  quirky 
character  that  makes  Baltimore  Charm 
City.  Send  a  cover  letter,  resume,  and 
clips  that  show  you  can  do  more  than 
a  council-meeting  story  to  Andy 
Markowitz,  editor.  City  Paper,  812 
Park  Ave.,  Baltimore,  MD  21201. 
Women  and  minorities  are 
encouraged  to  apply.  No  phone  calls, 
please.  Deadline  for  submissions:  July 
1,  1996. 

Style  is  out  of  fashion. 

Quentin  Crisp 


Send  resume,  writing  samples  and  cover  letter  with  salary  history 
in  confidence  to: 


eredith 

CORPORATION 


Ms.  Rock,  Corporate  Manager 
Staffing  Services/Dept.  168  EP 
Meredith  Corporation 

1716  Locust  Street,  Des  Moines,  lA  50309-3023 
Fax:  515/284-2958,  e-mail:  drock@dsm.mdp.com 


Health  Editor 

Meredith  Corporation,  publisher  of  Better  Homes  and  Gardens 
and  Ladies’  Home  Journal  books,  seeks  an  enthusiastic,  experi¬ 
enced  editor  and  project  manager  to  oversee  the  conceptualizing 
and  creation  of  all  health  titles.  The  successful  candidate  must 
have  extensive  knowledge  of  the  health  publishing  field.  If  you  are 
an  excellent  editor  with  the  ability  to  write  and  edit  across  this 
broadly  defined  category,  you  could  be  a  high  potential  candidate. 

Qualifications  include  bachelor’s  degree  in  Journalism  or  English 
and  a  minimum  six  years’  writing  or  editing  experience.  Must  be 
creative  and  have  outstanding  conceptual  ability.  Must  be  able  to 
communicate  with  editors,  designers,  freelancers,  production 
staffs  and  marketers. 
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PERSONAL  FINANCE  WRITER 
AND  BANKING  WRITER 

Two  senior  writer  spots  at  Bank  Rate 
Monitor,  America's  #1  bank  marketing 
and  consumer  interest  rate  pub¬ 
lications,  HQ'd  in  Palm  Beach 
County,  Florida.  You've  seen  BRM  rate 
tables  vre  provide  under  contract  to  New 
York  Times,  Wall  StreetJoumal,  Chicago 
Tribune,  Atlanta  Journal,  dozens  of  other 
dailies.  Money  Magazine  and  the  Fed¬ 
eral  Reserve.  You've  seen  us  quoted 
regularly  by  USA  Today,  CNN, 
CNBC  and  other  networks.  Maybe 
you've  already  visited  our  1 ,800  pages 
of  info  on  the  Internet:  <http:// 
www.bankrate.com>.  Our  publications 
are  Bank  Rate  Monitor,  Bank  Advertis¬ 
ing  News,  100  Highest  Yields  and 
jumbo  Flash  Report. 

(1 )  Personal  finance  writer  will  cover  all 
products,  from  CDs  and  credit  cards  to 
mortgages,  auto  loans  and  investment 
planning.  (2)  Banking  writer  knows  what 
makes  banks  tick  and  enjoys  covering 
marketing  and  advertising.  Ideally,  both 
writers  have  been  doing  a  top  job  of 
reporting  business  news  for  at  least  3-5 
years  on  a  daily.  Both  are  independent 
thinkers. 

If  you  meet  these  specs,  we'd  like  to  talk 
with  you  about  your  future  opportunities 
with  a  rock-solid,  20-year-old, 
independent- news- philosopy 
organization  that's  recently  doubled  in 
size. 

Simply  e-mail  your  resume,  in  confidence, 
with  cover  note  to  bob@bankrate.com,  or 
write  Publisher,  P.O.  Box  088888,  N. 
Palm  Beach,  FL  33408. 

NIGHT  EDITOR  -  Our  night  editor  is  a 
key  player  in  our  city  desk.  You  can  fill 
the  bill  if  you're  an  incisive  editor 
who's  meticulous  about  leads, 
accuracy  and  detail.  If  you  like  making 
decisions  under  deadline  and  are 
ready  to  take  that  first  step  into  man¬ 
agement,  this  position  may  be  for  you. 
Send  resume,  story  and/or  editing  sam¬ 
ples  by  July  10  to:  T.  Kuhle,  Herald  & 
Review,  P.O.  Box  311,  Decatur,  IL 

62525. _ 

AWARD-WINNING  33,000  Midwest 
daily  needs  a  journalist  who  can  com¬ 
bine  words,  photos  and  graphics  into 
compelling  pages.  QuarkXPress  expe¬ 
rience  a  plus.  Send  letter,  resume  and 
work  samples  to  Tom  Schuman,  ME, 
P.O.  Box  1090,  Anderson,  IN  4601 5. 

AWARD-WINNING  North  Central 
Illinois  daily  has  opening  for  a  general 
reporter.  Previous  newspaper  experi¬ 
ence  and  knowledge  of  local  gov¬ 
ernment  helpful. 

Spring  graduates  welcome  to  apply. 

Send  clips  and  resume  to:  Joyce 
McCullough,  NewsTribune,  426  Second 
Street,  La  Salle,  IL  61 301 .  EOE 

A  man  cannot  be  comtortable  without  his 
own  approval. 

Mark  Twain 


DESIGNER/COPY  EDITOR-We  want 
a  top-notch  page  designer  who's  com¬ 
fortable  editing  copy  and  strives  for 
headlines  that  capture  a  reader's  atten¬ 
tion  and  a  story's  soul.  If  you  seek  an 
innovative,  ovrard-winning  team  where 
your  ideas  can  make  a  difference, 
send  resume  and  tearsheets  by  July  10 
to:  T.  Kuhle,  Herald  &  Review,  P.O. 
Box  311,  Decatur,  IL  62525. 

THE  FREE  PRESS  is  looking  for  a  smart 

Xrter  vrho  knows  —  and  loves  —  the 
:ation  beat.  If  you've  covered  and 
are  fascinated  by  this  complex,  deman¬ 
ding  and  important  beat,  we'd  like  to 
hear  from  you.  You  must  know  your 
way  around  a  classroom  and  be  able 
to  decode  the  jargon.  We're  looking 
for  someone  who  can  bring  the  issues 
into  focus  with  the  force  of  their  words 
—  and  reporting  skills. 

All  the  better  if  you  know  Michigan 
education  politics,  but  an  eager  learner 
can  overcome  that  hurdle.  Ditto  for  com¬ 
puter  skills. 

We're  in  the  midst  of  reorganizing  and 
rethinking,  so  there  ore  likely  to  be 
many  goM  opportunities  for  the  right 
applicant.  And,  yes  we  are  in  tFie  midst 
of  a  strike.  We  can't  hide  that.  This 
opening  was  created  when  a  staffer 
who  returned  to  work  took  another  job. 

If  you  like  a  challenge,  please  contact: 
Joe  Grimm 

Recruiting  and  Development  Editor 
Detroit  Free  Press 
321  W.  Lafayette  Bfvd. 

Detroit,  Ml  48226 
(800)  678-6400,  ext.  6490 
Fax:  (313)  222-5981 
e-mail:  grimm@det-freepress.com 

KNIGHT-RIDDER  newspaper  in  Big  Ten 
University  town  seeks  an  energetic, 
self-motivated  reporter  to  help 
strengthen  our  local  news  report. 
Requirements  are  an  undergraduate 
degree  in  journalism  or  related  field 
and  clips  that  demonstrate  productivity, 
enterprise  and  strong  writing.  Send 
resume  and  clips  to  Rebecca  Bennett, 
local  news  editor.  Centre  Daily  Times, 
P.O.  Box  89,  Stole  College,  PA  1 6804. 

UFESTYLE  SECTION  EDITOR/ 
DESIGNER 

Lifestyle  section  editor/designer 
responsible  for  assigning  and  editing 
stories,  page  layout  and  pagination. 
Familiarity  with  Mac/ newsroom  com¬ 
puter  system  is  essential.  At  least  two 
years  of  experience  at  a  daily  news¬ 
paper  is  required.  Send  a  resume, 
references  and  clips  of  writing  and 
design  to  Roslyn  White,  features  editor. 
The  Monterey  County  Herald,  P.O.  Box 
271 ,  Monterey,  CA  93942.  EOE 

MANAGING  EDITOR:  Fast-growing 
alternative  weekly  in  San  Francisco 
seeks  experienced  editor  with  proven 
management  skills,  strong  news/ 
investigative  reporting  background  and 
a  desire  to  vAjrk  for  a  paper  with  out- 
front  progressive  politics  and  a  commit¬ 
ment  to  using  top-quality  journalism  to 
promote  social  change.  Resumes  to 
Managing  Editor,  S.F.  Bay  Guardian, 
520  Hampshire,  San  Francisco,  CA 
94110.  No  phone  calls. 


_ EDITORIAL _ 

METRO  DESK  EDITORS 
The  San  Francisco  Examiner  has 
immediate  and  future  openings  for 
experienced  Metro  Desk  editors.  Can¬ 
didates  should  be  innovative,  assertive 
and  people-oriented.  Strong  story 
development  and  word-editing  ability 
a  must  in  a  competitive  newsroom. 
Send  resume,  writing  and  editing  clips, 
and  a  letter  that  explains  why  you  are 
the  right  person  for  The  Exominer  to: 

Tim  Porter 

Assistant  Managing  Editor/News 
San  Francisco  Examiner 
1 10  Fifth  Street 
San  Francisco,  CA  94103 
e-mail:  porter@examiner.com 

The  Examiner  is  an  equal  opportunity 
employer. 

MINNEAPOUS/ST.  PAUL  CityBusiness, 
a  weekly  business  newspaper  serving 
the  Twin  Cities,  is  looking  for  a  bank¬ 
ing/finance  reporter  who  will  also 
cover  Northwest  Airlines.  We're  an 
aggressive  and  growing  paper  that 
likes  to  keep  the  two  dailies  on  their 
toes.  We're  looking  for  a  self-starting, 
smart  reporter  who  can  break  stories 
and  write  strong  analytical  pieces  at 
the  same  time.  Business  reporting 
experience  preferred,  but  not  required. 
Send  clips,  resume  and  cover  letter  to: 
Kevin  Maler,  editor,  527  Marquette 
Avenue  South  #300,  Minneapolis,  MN 

55402. _ 

PHOTOGRAPHER,  Gannett  newspaper 
seeks  a  creative  shooter  who  con  do 
the  full  range  of  news,  features  and 
sports.  Someone  who  finds  fresh  ideas 
even  in  routine  assignments.  This  is  a 
35,000-daily,  50,000  Sunday  AM 
serving  the  Finger  Lakes  region  of 
Upstate  New  York.  To  apply,  send  a  let¬ 
ter,  resume,  tearsheets  of  o  full  week's 
work  and  samples  of  best  work  to: 
Charles  Nutt,  editor,  Star-Gazette,  201 
Baldwin  St.,  P.O.  Box  285,  Elmira,  NY 
14902. 

An  equal  opportunity  employer. 


"Sorry,  but  that’s 
classified," 

We'll  never  reveal  the 
identity  of  an  E&P  box 
holder. 

If  you  don't  want  your  reply  to 
go  to  certain  newspapers  (or 
companies),  seal  your  reply  in 
an  envelope  addressed  to  the 
E&P  Classified  Advertising 
Department  with  an  attached 
note  listing  the  newspapers  or 
companies  you  do  not  want 
the  reply  to  reach.  If  the  Box 
Number  you're  answering  is  on 
your  list.  We'll  discard  your 
reply. 


_ EDITORIAL _ 

NEWS  EDITOR 

The  Register-Guard,  o  78,000- 
circulation  morning  daily  in  Eugene, 
OR,  is  looking  for  a  news  editor  with 
the  courage  to  parachute  into  a 
newsroom  that  is  in  the  process  of  mov¬ 
ing  from  a  20-year-old  computer 
system  to  full  editorial  pagination.  Pre¬ 
ference  will  be  given  to  applicants  with 
recent  pagination  and  strong  page 
design  experience.  The  successful  appli¬ 
cant  will  be  a  major  force  in  newsroom 
management,  responsible  for  oversee¬ 
ing  all  aspects  of  news  production  and 
ensuring  on-deadline  performance  of 
all  desks.  The  job  demands  excellent 
writing  and  verbal  communication 
skills,  extensive  supervisory  experience 
and  nerves  of  steel.  We're  seeking  a 
seasoned  copy  desk  manager  who 
understands  both  the  principles  of  com¬ 
pelling  page  design  and  the  nuances 
of  news  judgment.  Applicants  must 
hove  a  degree  from  a  four-year  college 
or  university. 

Qualified  applicants  must  submit  a  cover 
letter,  resume  and  six  samples  of  front 
pages  they  hove  designed  no  later  than 
Monday,  July  8,  1 996,  to  News  Editor, 
The  Register-Guard,  Human  Resources 
Department,  P.O.  Box  10188,  Eugene, 
OR  97440. 


National  Sports  Jobs  Weekly,  PO  Box 
5725  Glendale  AZ  85312,  (602)  933- 
4345,  http://vrww.sportsjobs.com,  4 
issues  (or  $39, 13  issues  for  $89. 


SPORTS  COPY  EDITOR 
hltp://ESPNET.SportsZone.com/ 

We  want  that  rarest  of  journalistic 
birds:  a  sports  nut  with  great  editing 
skills  and  a  creative  mind  that  craves 
the  next  challenge.  We're  one  of  the 
nrast  popular  sites  on  the  Web  -  an  all¬ 
sports  online  news  service,  bringing  the 
newsroom  into  the  era  of  odvanced 
telecommunications  technology.  We 
want  an  editor  with  at  least  two  years' 
experience  and  a  record  of  excellence. 

We  ore  a  great  employer  that  pays  com¬ 
petitively  and  offers  benefits  you  won't 
find  in  the  newspaper  business.  To 
learn  more  about  Storwave,  check  us 
out  at:  hltp://wvrw.starwcive.com/ 

To  apply,  serxl  resume  and  samples  of 
editing,  writing  and  headline  writing 
to: 

Storwave  Corporation 
Attn:  Human  Resources 
1 381 0  SE  Eastgote  Way,  Suite  400, 
Bellevue,  WA  98005. 
or  e-mail:  hr@storwcive.com 
No  phone  calls,  please! 


Since  changes  are  going  on  anyway,  the 
great  thing  is  to  learn  enough  about  them 
so  that  we  will  he  able  to  lay  hold  of  them 
and  turn  them  in  the  direction  of  our 
desires.  Conditions  and  events  are 
neither  to  be  Red  from  nor  passively 
acquiesced  in;  they  are  to  be  utilized  or>d 
directed. 

John  Dewey 
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HELP  WANTED 

EDTTORIAL  _  I _ EDITORIAL 


ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston  and 
San  Francisco.  We  publish  in-depth, 
well-crafted  stories  that  explore  the 
issues,  events  and  personalities  that 
make  our  communities  tick.  Our  stories 
inform  and  entertain  readers,  provoke 
strong  reactions  and  win  national 
ovrards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
serious,  issue-oriented  news  writers  in 
Dallas,  Houston  and  Phoenix.  We  also 
need  another  Spanish-speaking 
reporter  (news  or  feature)  in  Miami. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits. ..and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls,  please)  to: 

Christine  Fleming, 

Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 

Denver,  CO  8021 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well -developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 

SOUTHERN  NEVADA  twice-weekly 
needs  reporter  to  cover  local  gov¬ 
ernment  and  business  beats  and  who 
can  fill  in  as  needed  elsewhere.  Call 
Rich  or  Henry  at  (702)  727-5102. 

SPORTS  EDITOR.  The  Daily  Iberian, 
Louisiana's  Newspaper  of  the  Year  for 
the  last  three  years  and  a  1 5,000,  7- 
day  newspaper  in  the  'sportsman's 
paradise'  of  Cajun  Country,  is  seeking 
a  local  news-driven  sports  editor.  The 
ideal  candidate  must  have  strong  writ¬ 
ing  and  layout  skills  and  the  desire  to 
lead  by  example.  Send  cover  letter, 
resume  and  clips  to  James  Smith, 
managing  editor.  The  Daily  Iberian, 
P.O.  Box  9290,  New  Iberia,  LA  70562 

SPORTS  EDITOR  needed  for  Arkansas 
daily.  Direct  three  person  staff  in  our 
high  school  and  area  college  cov¬ 
erage.  Paginated,  QuarkXPress,  com¬ 
petitive  pay,  benefits.  Serious  inquiries 
only.  Resume,  clips  to  Box  07823, 
Editor  &  Publisher. 

SPORTS  REPORTER,  prep  to  pro. 
QuarkXPress  skills  helpful.  Contact 
Managing  Editor  Lil  Mirando,  Daily 
Star,  P.O.  Box  1 1 49,  Hammond,  LA 
70404.  (800)  844-2333. 


THE  CHARLESTON  GAZEnE,  West 
Virginia's  largest  newspaper,  is  seek¬ 
ing  an  aggressive  sports  reporter  to 
cover  major  college  football  and 
basketball  with  column  responsibilities. 
Applicants  must  have  demonstrated  a 
thirst  for  sports,  a  flair  with  language 
and  a  sharp  wit.  Competitive  salary 
and  benefits.  Those  interested  may 
send  resume  and  clips  to  Mitch  Vingle, 
sports  editor.  The  Charleston  Gazette, 
1001  Virginia  Street  East,  Charleston, 
WV  25301.  We  are  an  equal 
opportunity  employer. 

THE  DESERT  SUN,  a  50,000  AM  daily 
circulation  Gannett  newspaper  serves 
the  260,000  residents  of  the  Coachella 
Valley  which  includes  diverse  cities 
such  as  Palm  Springs,  Palm  Desert,  La 
Quinta,  Indio  and  Coachella  City.  The 
growing  circulation  swings 
dramatic^ly  with  seasonal  residents. 
We're  seeking  candidates  far  current 
and  future  positions  in  the  following 
areas: 

CITY  DESK  -  Need  editors  capable  of 
seeing  beyond  the  routine  and  who 
believe  in  up-front  coaching  and 
maestro  editing.  Reader-driven  rather 
than  agenda-driven  coveraae.  Ability 
to  teach  entry-level  staff  how  to 
improve  both  as  writers  and  reporters. 
Future  reorganization  makes  this  an 
opportunity  for  someone  with  solid,  pro¬ 
ven  frontline  editing  experience  on 
larger  newspaper  or  excellent  smaller 
newspaper. 

COPY  EDITORS  -  Need  editors  with 
design  and  QuarkXPress  pagination 
experience  who  can  provide  readers 
with  dynamic  and  accurate  headlines 
and  catch  more  than  typos.  Ability  to 
work  a  universal  desk  with  multiple  sec¬ 
tion  responsibilities.  3-4  years  experi¬ 
ence  on  newspaper  with  a  praven 
record  of  excellence. 

REPORTERS  -  Spanish  speakers  pre¬ 
ferred  for  positions  that  will  require  pro¬ 
ven  watchdog  and  writing  experience 
that  relates  to  diverse  readers.  3-4 
years  experience  with  newspaper  with 
a  proven  record  of  excellence. 

Send  resume,  cover  letter,  and  work 
samples,  to  Vicki  Potter,  executive 
editor.  The  Desert  Sun,  P.O.  Box  2734, 
Palm  Springs,  CA  92263.  FAX:  (619) 
778-4654.  We  value  diversity  in  the 
workplace  and  encourage  those  who 
share  that  vision  to  apply. 

_ EEOM/F/V/H _ 

WANTED  -  News  editor  for  major 
Jewish  weekly.  Responsibilities  include: 
writing  one  major  political/diplomatic 
story  per  week,  based  on  enterprise 
reporting;  handling  national/ 
internatianal  wires  (e-mail)  and  pre¬ 
paring  wire  pages;  copy  editing  and 
proof-reading  staff  and  freelance- 
written  stories  and  otherwise  assisting 
editor  as  number  two  in  seven-person 
department.  Qualifications  include:  a 
minimum  of  five  years  journalism  expe¬ 
rience  as  reporter  and  copy  editor, 
including  a  minimum  of  two  years 
da  i  newspaper  experience;  must  be 
Jewishly  knowledgeable,  including 
religious,  political  and  Middle  Eastern 
issues.  Competitive  salary  and  benefits. 
Resume,  letter,  4  clips  to  Box  07794, 
Editor  &  Publisher. 


_ EDITORIAL _ 

THE  PALM  BEACH  POST  has  an  ^- 
ing  for  a  copy  editor/page  designer 
with  at  least  five  years  of  daily  news¬ 
paper  experience.  Must  be  a  strong 
word  editor  and  headline  writer;  know¬ 
ledge  of  QuarkXPress  preferred.  Send 
letter,  resume,  work  samples  and 
references  to  Bill  Greer,  news  editor. 
The  Palm  Beach  Post,  P.O.  Box  24700, 
West  Palm  Beach,  FL  3341 6-4700. 


THE  SPECTRUM,  a  22,000  seven-day 
newspaper  nestled  in  a  valley  in 
Southern  LJtah  near  Zion  National  Park 
is  a  great  training  newspaper.  That's 
why  we  need  to  replace  staff!  Two 
former  reporters  are  working  at  larger 
newspapers  (one  four  times  our  size); 
the  design/copy  desk  chief  is  going  to 
work  for  a  major  niche  publication; 
and  in  the  process  need  to  fill  a  newly 
created,  unique  position.  Reporter 
candidates  must  have  experience  as 
interns  or  at  a  daily  newspaper.  The 
design/copy  editor  must  have  at  least 
five  years  experience  at  a  daily 
electronic  copy  desk  and  be  skilled  in 
managing  and  scheduling  personnel, 
must  demand  accuracy  and  quality, 
must  be  absolutely  deadline  driven, 
must  be  organized,  innovative  and 
motivated.  Experience  with  QuarkX¬ 
Press  and  pagination  on  absolute  must. 
The  new  position  —  we  don't  even  know 
what  to  call  it  —  is  one  which  requires 
multiple  skills:  writing  three  to  four 
editorials  a  vi«ek,  skills  to  plan,  assign 
and  edit  staries  for  editorial-driven 
special  sections,  and  general  editing  to 
lend  some  assistance  to  the  city  editor. 
Send  resume  and  somples  to  Janet  Fon¬ 
tenot,  managing  editor.  The  Spectrum, 
275  E.  St.  G^ge  Bfvd.,  St  George,  LJT 
84770  or  E-mail  materials  to 
JSFont@aol.com  (NOTE:  Attachments 
should  be  in  ASCII,  simple  text,  MS 
Works,  Claris  or  as  PDF  files,  please.) 
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$35,000/YR.  INCOME  POTENTIAL. 
Reading  books 
Toll  Free  1  (800)  898-9778 


DATABASE  ADMINISTRATOR 
i  TNN  seeks  a  Database  Administrator 
j  to  support  its  multi-state  sales  efforts. 

I  Responsibilities  include  developing/ 

:  maintaining  circulation  and  rate  data- 
j  bases;  conducting  database  analysis; 

:  mapping;  training  users  on  database 
:  utilization  and  TNN's  billing  and  pro- 
j  posal  system;  evaluating  new  products 
I  and  technology;  leading  Internet  inte- 
I  gratian;  and  coordinating  technical 
I  development  of  projects.  Must  be  profi- 
i  cient  in  database  development/ 
j  installation/maintenance,  have  experi- 
:  ence  with  Mapinfo  or  comparable  map- 
:  ping  software,  and  be  WORD/Excel  pro- 
;  ficient.  Some  travel  required.  Send 
I  resume/salary  history  to:  McClatchy 
j  Human  Resources,  2100  Q  Street, 
:  Sacramento,  CA  95816.  EOE. 


SEND  E&PBOXREPUESTO: 

Editor  &  Publisher 
Classified  Ad  Dept. 

11  West  19th  St. 

New  York,  NY  10011 


INFORMATION  SYSTEMS 

CORPORATE  MIS  MANAGER  for 
Dewar  and  ACT  front  end  systems  (3 
locations)  and  Hewlett  Packard/Collier 
Jackson  business  system.  Supervises 
four.  Responsibilities  include  planning, 
software  applications,  training,  main¬ 
tenance,  and  purchasing.  Reply  to  Box 
07826,  Editor  &  Publisher. 

PREPRESS 

ZONE  3  MEDIUM-SIZED  Daily  looking 
for  a  hands-on  manager  to  supervise 
our  evening  shift  composing,  camera 
and  platemaking  departments.  Suc¬ 
cessful  candidate  must  possess  strong 
knowledge  of  desktop  publishing 
systems  within  a  newspaper  environ¬ 
ment.  Strong  organizational  and  peo¬ 
ple  skills  a  plus.  Must  have  at  least  3 
years  management  experience,  pre¬ 
ferably  in  newspaper  production,  ^d 
resume  and  salary  history  to  Box 
07776,  Editor  &  Publisher. 

PRESSROOM 

NON-HEATSET,  SINGLE-WIDTH 
PRESS  OPERATORS 

An  opportunity  for  experienced  non- 
heatset,  single-width  press  operators  to 
join  a  growii^  production  operation  in 
Central  Ohio.  We  produce  several 
daily  newspapers  and  are  a  contract 
print  site  for  USA  Today.  Located  in 
Newark,  near  Columbus,  the  area 
offers  an  excellent  quality  of  life  with 
fine  schools,  health  care  facilities,  busi¬ 
ness  opportunities,  and  major  attrac¬ 
tions  in  tourism,  arts  and  recreation. 
Excellent  pay  and  benefits  are  avail¬ 
able  for  individuals  who  know  how  to 
produce  top  quality  work  on  a  consis¬ 
tent  and  timely  basis,  are  team  players, 
and  are  willing  to  participate  in  a  pro¬ 
gram  of  continual  growth  and  personal 
improvement.  If  you  think  you  might 
have  what  it  takes  to  join  our  team, 
send  your  resume  and  references  to: 

Ken  Shelby,  Vice  President  Production 
Thomson  Newspapers 
22  North  First  Street 

_ Nework,  OH  43055 _ 

PRESSROOM  FOREMAN 
Second  Shift 

Zone  5  Commercial/Newspaper 
Printer  is  looking  for  a  hands-on  press 
foreman  to  leocT  our  second  shift.  Suc¬ 
cessful  candidate  must  possess  strong 
knowledge  of  offset  printing,  pre¬ 
ferably  on  a  Goss  Urbanite.  Strong 
organizational  and  people  skills  a  plus. 
Must  have  at  least  5  years  managerial 
experience  in  commercial  printing  ar 
newspaper  production.  Full  benefits 
package  includes  medical,  dental, 
vision,  401  (k),  and  pension.  Salary  com¬ 
mensurate  with  experience.  Reply  to 
Box  0781 8,  Editor  &  Publisher. 

STRATEGIC  MARKETING 

ENERGY-EFFICIENCY  MARKETING 
MANAGER/COORDINATOR 

ICF  Kaiser,  is  seeking  a  Marketing 
Manager/Coordinator  to  provide 
expert  marketing  and  management  sup¬ 
port  for  voluntary  programs  directed  at 
the  adoption  of  energy-efficient  build¬ 
ing  technologies  in  the  commercial  and 
industrial  sectors.  Requires  a  BA/BS 
degree  and  5  to  10  years  of  related 
experience.  Position  is  based  in  Wash¬ 
ington,  DC  metro  area  and  requires 
some  travel.  Please  send  resume  to  ICF 
Kaiser,  Attn:  MKT-ENE,  P.O.  Box 
2608,  Fairfax,  VA  22031-1207.  EOE. 
Visit  us  at  hltp://www.icfkaiser.com. 
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CLASSIFIED  ADVERTISING  RATES 


POSITIONS  WANTED 


Foreign/Posittons  Wanted  advertisers  must  pre-pay. 
Effective  January  1, 1996 


UNEADS 

1  week-$8.60  per  Hne 

2  week»-$7.60  per  Kne,  per  Issue. 

3  weete-$6.65  per  Hne,  per  Issue. 

4  \Meeks-$6.75  per  Hne,  per  Issue. 


POSITIONS  WANTED 

1  week-$4.30  per  Hne 

2  weel<s-$4.10  per  Hne,  per  Issue. 

3  weeks-$3.00  per  Htm,  per  issue. 

4  weeks-  $2.75  per  Hne.  per  Issue. 


Add  $  10.00  per  Insertion  for  box  service.  Add  $5.00  per  insertion  for  box  service. 
Count  os  an  additional  line  in  copy.  Count  os  an  additional  line  in  copy. 


SHAWN  OLSON/CAM/ext.170  HAZEL  PREUSS/ASST.CAM/ext.  171 
Count  approximately  34  characters  and/or  spaces  per  line. 

3  lines  minimum.  NO  ABBREVIATIONS. 

Deadline:  Every  Tuesday,  12  noon  (ET)  for  Saturday's  issue. 


DISPLAY  CLASSIFIED 

The  use  of  borders,  boldface,  illustrofions.  logos,  efc.,  on  classified  ads  charged 
fhe  following  rates  per  column  Inch,  pier  insertion:  1  time,  $100;  2  to  5  times,  $95 
6  to  13  times,  $90;  14  to  26  times  $85;  27  to  52  times  $80. 


DEADLINE:  8  days  prior  to  publication  dote. 
Contract  rates  available  upon  request. 


Box  number  responses  are  mailed  each  day  os  they  are  received. 


Name  - 

Company _ 

Address - 

City  _ 

State _ 

Zip  _ 

Phone  _ 

Classification 
Authorized  Signature 
Copy 


ADMINISTRATIVE 

SUCCESSFUL  PROFESSIONAL  avail¬ 
able.  Publisher/ Advertising/Marketing 
executive  with  over  25  years  experi¬ 
ence  with  dailies,  weekly  newspapers 
plus  shoppers.  Experienced  in  large 
markets  as  well  as  small  communities. 
Also  have  circulation  and  monthly 
magazine  experience.  Currently 
employed.  Will  relocate  for  right 
opportunity.  Reply  to  Box  07822, 
Editor  &  PuNisher. 


CIRCULATION 

HAVE  YOU  DOWNSIZED  too  far? 
Rebuild  with  a  Circulation  pro!  Strong 
Metro  experience  in  service  and  sales 
growth.  Seeking  Director  or  #2  spot. 
(813)841-8585 

EDITORIAL 


AWARD-WINNING  13-year  newsman 
with  2  years  in  religion  beat,  and 
theology  graduate  wore,  seeks  religion 
beat  in  Zone  2.  Reply  to  Box  0781 1, 
Editor  &  Publisher. 


E-X-T-R-A!  Award-winning  young 
journalist  seeks  full-time  position.  Has 
extensive  writing  ana  computer- 
assisted  reporting  experience. ..I'm 
dedicated  to  providing  top-notch 
stories  that  delve  below  the  surface.  As 
a  staff  writer  for  New  York  City  news 
organization,  I've  covered  everything 
from  politics,  crime,  and  federal  courts 
to  writing  features.  Freelance  assign¬ 
ments  in  Tri-State  area  are  also 
welcomed.  Call  Pete  (914)  235-6153. 


BUSINESS  COLUMNIST  will  add 
depth,  readership  to  your  section.  Cur¬ 
rently  doing  well-received  weekly  col¬ 
umn  for  mid-sized  daily.  Samples. 
Reply  to  Box  07809,  Editor  &  Pub¬ 
lisher. 


EDITOR  WITH  MORE  Than  20  years  of 
experience  and  a  master's  degree  look¬ 
ing  for  a  special  challenge:  a  paper 
that  needs  a  turn-around  manager  to 
rapidly  restore  growth  and  prof¬ 
itability.  I  will  consider  a  start-up  pub¬ 
lication.  A  competitive  market  is  a  plus. 
Box  07829,  Editor  &  Publisher. 

History  is  bunk. 

Henry  Ford 


EDITORIAL 


SMART,  THOROUGH,  AGGRESSIVE 
editor,  great  slot  man,  page  designer, 
seeks  position  at  quality  daily.  Call 
Mark  Esper,  (970)  927-0959. 


EXPERIENCED  XXJRNAUST  with  man¬ 
agerial  experience  seeks  position  to 
develop  web  pages.  Currently  in 
charge  of  developing  web  pages  for 
v/eb  site  as  well  as  being  a  newsroom 
mono^r.  Reply  to  Box  07815,  Editor 


EXPERIENCED  SPORTS  LAYOUT/ 
COPY  EDITOR  seeks  job  at  larger 
paper  or  management  position  at 
smaller  daily.  Pagination,  MAC  and 
some  management  experience.  Reply 
to  Box  07801 ,  Editor  &  Publisher. 


FREELANCE 


DISTINaiVE  WEB  SITE  Construction 
and  Maintenance  by  professional 
graphic  artist  with  21  years  Newsweek 
experierKe.  Let's  create  a  web  site  that 
best  defines  you.  Contact  Richard 
Gerstner  at  RGERST@MSN.COM  or 
(908)  782-0027,  Fax  (908)  782-9393 


FREELANCE  WRITER/EDITOR  avail¬ 
able  (or  assignments.  Health  &  Fitness 
Specialty.  Widely  published,  fast  and 
reliable.  (201 )  798-3029. 


HOLLYWOOD  IS  MY  BEAT.  Open  to 
assignments  -  daily,  weekly,  monthly. 
Call  (800)  959-9977. 

PRODUCTION/TECH 

VERY  EXPERIENCED  Gcss-Metro, 
Urbanite  press  and  Headliner  pressman 
seeks  employment.  10  years  head 
pressman.  15  years  nraintenarKe.  Low 
waste/quality  conscious.  Interested  in 
supervising  and/or  pressman  positions. 
Excellent  refererKes. 

Contact  Harold  (810)  978-7664. 


SEND  E&PBOXREPUESTO: 

Editor  &  Publisher 
Classified  Ad  Dept. 

11  West  19th  St. 

New  York,  NY  10011 


No.  of  Insertions: 


Amount  Enclosed:  $. 


Editor! 

PUBLISHER 

1 1  West  19th  street,  NY,  NY  1001 1 .  212)  675-4380,  FAX  (212)  929-1259. 


SHOP  TALK  AT  THIRTY  .  !  by  vi  ve.k  (joknka 


Journalism  In  India: 

A  Changing  Perspective 


IF  ANYTHING  REFLECTS  change 
in  India,  it  is  the  media  —  the 
eyes,  ears  and  the  voice  of  the 
people;  in  this  case,  almost  1  bil¬ 
lion  people. 

In  India,  the  media  are  increasing 
their  reach,  both  in  the  urban  and  the 
rural  areas.Television  reaches  43%  of 
the  fKjpulation;  the  press  and  radio  22% 
each;  cinema  l6%;and 
cable  and  satellite 
television  7%. 

Satellite  TV  has 
brought  in  a  new 
wave  of  entertain¬ 
ment,  literally  an  inva¬ 
sion  from  the  skies. 

We  now  have  50 
channels,  all  within 
the  last  two  years. 

There  are  50,000 
cable  operators  cater¬ 
ing  to  a  TV  audience 
of  over  360  million.This  is  more  than 
the  entire  population  of  the  United 
States. 

In  other  countries,TV  may  have  been 
responsible  for  the  decline  of  the  press. 


but  in  India,  the  press  is  very  buoyant. 
TV  has  actually  whetted  people’s 
appetite  for  information.  Almost  every 
month  a  new  publication  is  announced. 

In  1947,  at  the  time  of  India’s  inde¬ 
pendence,  there  were  only  300  dailies 
and  2,700  periodicals. 

Today,  there  are  2,000  dailies,  almost 
double  that  of  the  U.S.A.,  and  25,600 

periodicals,  with  over 
70  newspaper  publi¬ 
cations  whose  circula¬ 
tion  is  over  100,000. 

UntU  the  1970s, 
English  language  pub¬ 
lications  dominated 
the  print  scene.  Now, 
Hindi  has  made  a 
sharp  jump,  as  have 
other  languages. 

The  total  circula¬ 
tion  of  the  Hindi 
press  is  19  million; 
the  English  press  is  12  million,  and  the 
other  languages  combined  are  37  mil¬ 
lion.  A  total  of  68  million  copies  are  cir¬ 
culated. 

In  all,  there  are  28,500  registered 


publications,  with  a  cumulative  circula¬ 
tion  of  over  68  million,  catering  to  140 
million  readers. 

Incidentally,  the  cover  prices  of 
newspapers  in  India  are  about  the  low¬ 
est  in  the  world,  approximately  6t  to 
8t  (U.S.)  per  copy. 

Newspapers  in  India  have  an  opin¬ 
ion-forming  influence  lar  greater  than 
what  circulation  figures  suggest.  An 
interesting  fact  is  that  35%  of  newspa¬ 
per  readership  is  in  the  age  group  of 
14-24. 

There  has  been  a  phenomenal 
growth  of  investigative  journalism  in 
the  country.  Because  terrestrial  TV  and 
radio  media  are  government  controlled, 
newspapers  and  magazines  appeal  to 
every  political  hue,  from  die-hard 
Capitalists  to  die-hard  Communists. 

The  print  media  in  India  have  also 
been  doing  what  the  Western  press  has 
been  doing:  keeping  those  entrusted 
with  power  accountable. 

The  unprecedented  dynamism  seen 
in  the  country’s  economy  in  the  last 
three  years  is  reflected  in  the  sustained 
upswing  in  the  demand  for  financial 
publications,  creating  global  history  in 
terms  of  growth  rates. 

While  general  interest  English  dailies 
have  grown  by  1 5%  between  1991  and 
1995,  financial  dailies  have  grown  192% 
in  the  same  period. 

The  advertising  spent  has  been  grow¬ 
ing  at  a  fast  pace,  with  the  press  still 
cornering  the  lion’s  share. 

In  1995,  the  press  had  a  share  of 
66%  of  the  $1.3  billion  (LIS.)  spent  on 
advertising.  These  figures  are  not  as 
low  as  they  seem,  as  we  have  to  con¬ 
sider  the  price  purchase  parity.  In  sim¬ 
ple  terms,  bread  costs  15<t  in  India, 
against  an  equivalent  of  60t  in  the  U.S. 
This  has  to  be  taken  into  account 
when  comparing  spending. 

(See  Shop  Talk  on  page  56) 


I  Goenka  is  the  chairman  and  manag- 
1  ing  editor  of  the  Indian  Express.  This 
I  article  is  excerpted  from  his  prepared 
I  remarks  at  the  recent  International 
j  Federation  of  Newspaper  Publishers 
j  (FIEJ)  49th  World  Newspaper 
i  Conference  in  Washington,  D.C. 
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THE  1996AAAS 
SCIENCE  JOURNAEISM 
AWARDS 


American  Association  for  the 
Advancement  of  Science 


Honoring  excellence  in  reporting  on  the  sciences 

Contest  year  is  July  1, 1995  through  June  30,  1996 

Deadline  for  entering  is  August  1,  1996 

Eligible  entries  cover  life,  physical,  and  social  sciences;  engineering  and 
mathematics;  and  policy  issues  grounded  in  science  or  technology 

For  more  information,  contact  the  AAAS  Office  of  Communications,  202-326-6440. 

Sponsored  by 


\y/hitaker 

VV  Foundat  ion 


Iti  India, 
netvspapers 
cannot  he  passive 
disseminators  of 
news.  They  have  to 
reflect  plurality  of 
opinion  and 
encourage  debate 
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With  the  SCC-Conveying  System  from  FERAG. 

Controlled  flowline  processing  and  individual  gripping 
A^ith  the  world's  first  SCC-Gripper.  Consistent,  even  product  pickup; 
fast,  accurate  product  release.  Maintenance-free;  long  service  life. 
Downline  processing  under  control.  Step  by  step. 


'F'E'R'A'G' 

FERAG  INC.,  CONVEYING  AND  PROCESSING  SYSTEMS 
190  RITTENHOUSE  CIRCLE,  P.O.  BOX  137:  BRISTOL,  PA  19007-0137 
PHONE  215-788-0892;  FAX  215-788-7597 


These  methods  of  capturing  the 
first  keystroke  hove  gone-or 
ore  obout  to  go-the  way  of  the 
dinosaur.  Why?  Because  od  entry 
has  shifted  again-out  to  the 
advertiser. 

^  Now  you  need  to  receive  ads 
^  created  electronically  by  your 
advertisers.  Trouble  is,  advertising 
front-ends  weren't  designed  to  do 
this.  That’s  where  Mission  Critical 


comes  in. 

Our  products  capture  every 
electronic  od,  send  bock  on-going 
status  information  to  advertisers, 
speed  ads  to  the  proper  destination 


PAPER  TAPE? 


at  your  paper,  and  more.  With  our 
help,  your  staff  can  produce 
revenue,  not  keystrokes. 

So  before  you  buy  that  new  front- 
end  system,  consider  this.  When  it 
comes  to  capturing  ads  directly  from 
on  advertiser's  system,  both  old  and 
new  front-ends  are  history.  It’s 
Mission  Critical  that  delivers  today. 


C 


\  MISSION 
CRITICAL 

REMOTE  ADVERTISING  SOLUTIONS 


Misskjn  Crtticai  Technologies.  Inc.  ISO  Baker  Ave. 
Concord.  MA  01742  •  (508)  287  1105 
Fax  (508)287  0021 


TYPEWRITERS? 


ADVERTISING 
FRONT  ENDS? 


j 


